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Sacha- Francine 


MANNEQUINS 


From whatever viewpoint you regard them—Displa 
Value—Fine Sculpturing—Construction Details—Usabil- 
ity or Durability—KORRECT-WAY'S 1941 Sacha-Fran- 
cine Figures are today's finest Mannequins. Attention— 
preference—prestige ... all are yours when you use 
these outstanding models. You owe it to yourself and to 
your store to become acquainted with their distinctive 
features—and LOW cost! See them in your Distributor's 
showroom (listed below) . . . or write for demonstration 
of FULL-COLOR, KODACHROME PICTURES. A quali- 
fied representative will present them at your conven- 
ience, and without obligation. Your choice of 30 differ- 
ent models with numerous styles and colors of wigs. 
Lightweight Papier-Mache Construction 
Genuine ‘'Latex'' Rubber Hands 
Adjustable Arms—Split Wrists 
Adjustable Waist at Slight Additional Cost) 


Models illustrated No. F1648 Jr. HH Seated 
No. F1643 HH Standing 
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20 page catalogue 
illustrating all the 
Structural Bend de- 
Signs and showing many 
actual installations. Write for 


Your copy today. 
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DISTRIBUTED T0 


THIS STORE SAVES ABOUT 300% 


< ‘ank G. Bingham, Robertson Brothers Department Store, South 


nd, Indiana—writes: 


’ this Structural Bend valance has proven highly satisfactory 
us for three reasons. First, it frames the presentation and _— 
“draws the eye into the window. Second, it keeps the light in 
the window where the merchandise is, and does net light up 
st sidewalk. Third, it is economical to instalk Bids for this 
' alance by constructors on our new front ran from $268 to $385. 
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().. new PATINA FINISH is dazz- 


ling the most sophisticated eyes in the 
display world with its almost indescribable 
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It will he off the press early in February — 
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"| would ask display managers in 1941 to 
suggest the old-fashioned insofar as that ‘old- 
fashioned’ reminds us of the courage and 
steadfastness of our forefathers and to do it 
in the modern manner that will keep our eye 
constantly trained on the glorious future that 
lies ahead of our great country. By so doing 
they will be accomplishing more than a splen- 
did job of display; they will be performing 
© service of inestimable value to all of us.""— 
Wallace C. Speers, president, James Mc- 

sutcheon & Co., New York City. 


THE COVER 


Russell C. Kehrt, whose displays for Jenny's, Inc., 
Cincinnati, are local conversation pieces, created 
the charming cruise-wear window seen on this month's 
cover. Color was used lavishly in hues found in 
tropical scenes. The door, which has the appear- 
ance of old iron, was of wall board covered with 
straps held in place by long-headed nails; the door 
was smeared with plaster before oil paint was 
applied for the final finish. . . . (This display ap- 
pears in full color on the cover of the new cata- 
logue of Korrect-Way Display Products, St. Louis, 
through whose courtesy it is used here.) 


OUR NEXT ISSUE 


With increasing interest in Americana, an 
article scheduled for the February issue is 
particularly timely. A composite of displays 
by Rudolph Aguilar and Laszlo Gabor, striking 
windows with more than a hint of the sun in 
them are featured. . . . Louis Gehring’s second 
series of sketches will deal with April promo- 
tions. . . . Francine Post will keep you informed 
on fashion trends . . 
additional features will make the February 
issue well worth waiting for. 


. and twenty or more 
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< At last a paper manufacturer renders a real service 

sb to the display trade. Bulkley-Dunton has just com- 

7 pleted an exhaustive survey of the trend in colors for 4 

= 1941. We consulted the editors of leading fashion i 

2 magazines . . . the International Silk Guild, the 

O € NRDGA, designers, stylists and all who could con- 

a tribute authoritative information. We find that this 

‘ Thanks to year fashion interests turn to the Western Hemi- 

MISS MIMI BLAKER sphere for design and color. With "RICO SAND" 

a Fabric Stylist for and "HAITI VIOLET" we have the Carribean influ- 

2 Seley - Lord ence. In "CANYON BLUE" we find a Southwestern i 

“" va American influence. You'll want to make prominent i 

7 _ er use of these three new colors in BULKTON-SEAM- 

a Silk and Rayon Fabrics Dept. LESS. And, "thanks to a thousand stylists’ we know 

. Women's Wear Daily they're right for '41. BULKTON-SEAMLESS is avail- 

— and the many others who con- . ° 1 . 

Ww ae A wi able in 41 high style colors for ‘41 as listed below. 

~ ca See Your Local Supplier or Send for Free Catalogue to 

= 

z BULKLEY-DUNTON & CO. 

~ Display Papers Division 

= MAIN OFFICE—295 Madison Ave., New York City 

all 

a CHICAGO OFFICE—217 West Ontario Street 

: 

Z 41 COLORS IN BULKTON SEAMLESS 

O 7' Width 8' Width Aluminite | 9 Width 

; 4 Pale Colors $A. Pale Colors $f. p 

S Per Roll 4” Gold and Silver Only $@.50 he Roll 6” 
edium Colors : Per Roll edium Colors : 

a Hig - 5 tite “i vj ™ 

O 

O 

= “CANYON BLUE" “HAITI VIOLET" "RICO SAND" "CANYON BLUE" "HAITI VIOLET" "RICO SAND" 
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Color On State Street 


By KENDALL HULL 
Fred Kuehn & Co., Chicago 


JANUARY, 





Come January, and every seasoned show 
window mannequin knows it is time to sit 
under a palm tree. She could even tell the 
displayman in which corner to put it. But 
1941 brings one pleasant surprise. The palm 
trees that flourish under State street’s elec 
tric sun are bigger and better and fancier 
than ever, an encouraging note when there 
are still approximately 293 shopping days 
until Christmas and that vast majority otf 
Chicagoans who must be content’ with 
vicarious Southland journeys have little to 
shop about except to stock their linen clos 
ets. Breathtaking window settings are cer 
tain to be appreciated by all who pass, and 
this month Chicago's display contingent 
really “gives.” 

Up and down the street there are splashes 
of green and gold sunshine, highlight and 
shadow ... tropical gardens with color run 
ning berserk . . . cactus plants come to life 
with “Land of Oz” faces winking and blink 
ing and grinning through the glass. Strings 
of peppers and gourds and beach hats as big 
as cartwheels are scattered about in a gay 
pattern . . . and little burros with loppity 
ears are trying ever so hard to bray \nd 
contrasted with it all the pageant of gleam 
ing white tablecloths and napery takes its 
star position on the program. 

“Night Must Fall” on the efforts of J 
Polari, display manager of Charles A 
Stevens, to give the full effect of the store's 
front-stage window where a crowd of man 
nequins in knock-about togs is a study in 
striking reds, greens, oranges, and yellows 
(First photograph.) Above them the slant- 
ing glass roof, resembling that of a florist’s 
hothouse, is resplendent with its panes cov 
ered with gay-colored sheets of cellophane 

red, green, yellow, and purple. And 
through the rainbow from points overhead 
shine a row of floodlights, bathing the entire 
scene in color, highlighting the pots of cac 
tus, the odd pieces of apparel for sub-Mason 
Dixon wear and the smartly lettered posters 

More palms ... growing over at Carson 
Pirie Scott & Co., where J. W. Campbell 
effectively dramatizes “Fashions for Nassau’ 
with photographs of the Bahaman capital 
(thumbtacked with studied carelessness 
against the twin back panels) and reed bas 
kets, sea shells, and tobacco leaves. (Center. 
Rattan trays bound in bamboo, raffia cov 
ered sections of wall, and mossy mats are 
other semi-tropical touches which add_ in 
terest. In the window pictured here, one of 
a series devoted to southern climes, are four 
models in spectator sports frocks, lounging 
pajamas and tennis shorts. An “Ask M1 
Foster” travel service poster is backed up 

[Continued on page 46] 


—Upper left, by J. Polari, Charles A. Stevens 

Company. . . . Center, by J. W. Campbell, 

Carson Pirie Scott & Co. ... Left, by William 

Cahill, Goldblatt's State street store. . . . (All 

photographs by courtesy of Fred Kuehn & Co., 
Chicago) — 
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Manhattan Mid=-season 





Mid-winter is a paradox. Jonquils, peach 
blossoms, tulips, forsythia—the flowers of 
spring are in the flower shops on these the 
coldest days of the year. In the Fifth ave- 
nue windows are convincing messages direct- 
ing to all points south with the enchant- 
ments of the celestial tropics and South 
\merica realistically depicted as display 
props for the brilliant native colors in resort 
wear—as if the desire to relax on = sun- 
drenched beaches needed to be stimulated. 

Indeed there seems to be a re-awakening 
of the wisdom of living more in the moment 
and of investing in those things which add 
to the joy and comfort of living day by 
day in an insecure world. For some it may 
be a holiday with a change of scenery and 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


environment—ior others, a pick up in the 
winter wardrobe provided by the annual 
January clearance sales of everything from 
furs to accessories. 

“Wear Colors as wild as those you see 
through a glass-bottomed boat in tropical 
waters” made the card copy in the corner 
window at Gimbel’s, where Display Director 
Sam Blum created a very realistic setting 
for a life-size boat complete in detail. (Cen- 
ter, page 7.) 

This display was one of a series entitled 
“Go South American.” The boat is painted 


white, the orange canvas rigging made t 
flap in trade wind breezes caused by a con 
cealed electric fan. Elevated from the floo1 
the pleasure-going craft floats on a sea o 
water simulated through green cellophane 
The transparent waters permit a clear view 
of undersea life—the brilliant colors ot 
tropical fish created through cutouts of 
metallic papers, some attached to the sides 
ot the boat, others swimming along. the 
sand-covered floor; vari-colored feathers and 
dyed tropical weeds are grouped to resemble 
sea weed—enough of both flora and fauna 








& 


to make the trip in the glass-bottomed boat 
quite a success. 

It is a large party, nine mannequins de- 
lightfully posed in seated and standing posi 
tions. The mannequins in their gay colors 
are spot-lighted from the bottom of the boat 
and overhead lights are so directed as to 
give the illusion of sunrays on the sea sur 
face. A sky-blue background is employed 
for this charming picture. 

Purely feminine was the setting used by 
Display Director Dana O'’Clare, Lord & 
Taylor's, for presenting filmy lingerie at 
January sale prices. (Top, page 7.) <A 
frame structure which spanned the entire 
width and height of the window, set back 
from the window glass, had the front cov 
ered with off-blue striped wallpaper and ap 
pliqued with sprays of old-rose flowers cut 
from floral patterned wallpaper. The inte 
rior of the setting was painted in old ros 


—Upper left, by Edgar Gebhart, Jane Engel’s. 

. .. Center, by Dana O'Clare, Lord & Taylor. 

. .. Left, by Louis Viella, Altman's... . (All 

photographs by courtesy of Virginia Roehl 
Studios, New York City)— 
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—Right, by Dana O'Clare. . . . Center, by 
Sam Blum, Gimbel's. . Below by Irving 
Eldredge, R. H. Macy & Co.— 


and showed boudoir curtains and valances 
in white ruffled organdie with tie backs in 
the old-rose ribbon. 

Through the center green velvet covered 
hangers, on which nightdresses are dis- 
played, are suspended by rose-colored gros- 
erain ribbons at graduated elevations. One 
mannequin is seated on the ledge proudly 
wearing and displaying selections of the 
merchandise, while another mannequin, simi- 
larly occupied, is shown before the backwall. 

The entire Fifth avenue stretch of win- 
dows at Altman’s was devoted to the white 
goods sale. (Page 6.) Display Director 
Louis Viella used a luxurious linen chest in 
four windows of the series. The open doors 
are covered with rich pink quilted satin 
and reveal the pink painted deep shelves so 
comfortably filled with pure white linens 
tied with blue ribbons and even more of the 





linens spilling from the drawers of the 
chest. 

A row of plaster roses in matching pink 
decorate the top of the chest which is fes- 
tooned with blue tulle held up by white 
doves and pink cupids. Across the face of 
the setting is carried garlands of flowers cut 
from glossy papers in pastel colorings. 

At Macy’s, Display Director Irving Eld- 
redge used a stretch of white goods windows 
on both 34th street and in three of the 
Broadway windows. (Lower right, page 7.) 

The entire stretch on 34th street was 
opened up and tied together by an outside 
wooden structure made up of waved panels 
painted royal blue, on which white card- 
board flakes are appliqued. Each window 
has a background of sparkling white snow- 
crust finished panels with cut-out units en- 


circled with winter white branches and 


snow crystals, these cut-out units showing 
white swan floating against a royal blue 
background resembling the frozen surface 
|! a lake—the swan, of course, symbolizing 
le traditional relationship of the purity of 
ew-fallen snow to that of the linen. This 
art of the display is lighted by a device 
hich simulates falling snow. 
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In the foreground are steps painted white, 
showing piles of the white linen tied with 
royal blue ribbons; for further contrast a 
royal blue silk comforter is draped in the 
center. Pale blue and white overhead lights 
complete the crispness and sparkle of the 
display. 

For the January sale of white shirts for 
men at Lord & Taylor's, Dana O'Clare used 
a simple but interesting merchandising dis 
play. (Page 6.) 

Blue and white striped wallpaper finishes 
the upright panel centering the setting—a 
framed mirror hung against the panel \ 
mannequin, partly dressed, is posed to show 
the front view of the new shirt which he is 
wearing, reflected in the mirror. 

Shirts are grouped to right and left both 
in the foreground and in built-up units con 
trasting against the green panels 

Edgar Gebhart, Jane Engel’s, created the 
lovely display pictured at the upper left on 
page 6. The mannequin is suspended from 
invisible wires and appears to float high 
above the miniature city below. 
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Retailers and 1941 Display 


Frank M. Mayfield 
President, Scruggs-Vandervoort-Barney, Inc., 
St. Louis, and President, National Retail 
Dry Goods Association 

We, and all other merchants who are 
attempting a competent job of storekeeping, 
will give great attention this year to display. 
We believe that it is probably the most im- 
portant phase of retail advertising. 

We will attempt, at all times, to make our 
displays represent the store at its best and 
to make it reflect the character of our insti- 
tution. 

We believe that display must always sell, 
but it must have other functions as well 
because the majority of our customers form 
their opinions about the store from the more 
or less casual attention which they give to 
our displays. It is certainly worth the best 
brains and best effort of every retailer. 


F. R. Johnson 
Vice-President, Saks-Fifth Avenue, New York City 

Certainly display in 1941 won't be any less 
important, and it couldn't be any more im- 
portant than it has been right along. 

The trouble is, a great many stores do not 
realize the potential value of display. Per- 
haps that is because they get it for prac- 
tically nothing. Newspaper space, programs, 
direct mail, all cost money, and whenever 
there is an urge to increase the sales, man- 
agement thoughts turn to these media. 

Sometimes a major expenditure can be 
avoided by giving a little money and a lot 
of thought to the display department, not 
only windows but throughout the store. It 
can make both the customers and the em- 
ployees “running-number” conscious. 


H. Stanley Marcus 
Neiman-Marcus, Dallas 

The trouble with displays, for the most 
part—window or interior—is that they don't 
sell; they aren't integrated. Mere agglom- 
erations of merchandise, even with a few 
fine fixtures, aren't enough. 

The story you are trying to sell must be 
clearly defined. Tell it fast enough to catch 
a customer in passing, then clinch the idea 
in her mind with a well-written sign when 
she stops to look. 

Use drama, use imagination in your dis- 
plays. Beautiful as your merchandise may 
be, it will sell better if you set the scene 
for the customer. A few well-chosen props 
will do the job, and remember if you are 
trying to create the spirit of autumn, bad 
artificial leaves are worse than no leaves at 
all. 

Wallace C. Speers 
President, James McCutcheon & Co., 
New York City 

The best we can say about the world out- 
look for 1941 is that it is uncertain. Facing 
such a situation, display managers every- 
where have a very unusual opportunity, one 
might almost say “duty,” for the coming 
vear. Inasmuch as they set the back-drop 
for the everyday lives of our people, they 
are constantly providing ideas that are 
almost unconsciously absorbed into our 
minds. 


When we can look forward to a “best” 
which is uncertainty and to a “worst” that 
might be almost anything, the display man- 
agers can play a role of rather astonishing 
importance by providing for us a_ back- 
ground that will unconsciously keep suggest- 
ing to us certainty of purpose, courage, and 
unity. 

I do not mean by that any flag-waving, 
bunting-covered, patriotic fervor, but some- 
thing infinitely more subtle. 

Certainly the display manager must be up 
to the minute in what he does, but it must 
be a delicately discriminating type of being 
up to date. People are afraid of the new 
things that have happened in the world this 
past year. This year’s modernism must at 
least suggest something that the people are 
sure of, remind them of something well- 
loved that has proved true in the past. 

If competition must be stressed in dis- 
play as, of course, is often necessary, try 
to present it in the sporting manner of a 
friend playing a game with a friend. By do- 
ing so the idea of unity can be quietly in- 
sinuated. 

Base displays on subjects and ideas we all 
are sure of and stay away from ideas con- 
nected with strife, war, etc. 

Through subtle painting of the show win- 
dow masterpiece which uses merchandise 
instead of canvas and oils, give constantly 
to the public the impression that we are 
strong, that we are united and that we are 
marching forward with unconquerable cour- 
age. 

I would ask display managers in 1941 to 
suggest the old-fashioned insofar as_ that 
“old-fashioned” reminds us of the courage 
and steadfastness of our forefathers and to 
do it in the modern manner that will keep 
our eye constantly trained on the glorious 
future that lies ahead of our great country. 

By so doing they will be accomplishing 
more than a splendid job of display; they 
will be performing a service of inestimable 
value to all of us. 

Charles B. Dulcan, Sr. 
Vice-President, The Hecht Company, Washington 

While meandering through the store on 
one of our perambulations, we spy an item 
of merchandise which, for some unknown 
reason, intrigues us, and we ask a few ques- 
tions regarding it: 

“How long has it been in the store?) How 
much of it have we bought? How much have 
we sold? Have we advertised it?” 

We learn something of the history of the 
item, and reach the conclusion that it pos- 
sesses potentialities for much higher volume 
than has been received from its sale up to 
that period. 

And so, we have a conference with the 
display manager, who has a well-developed 
selling consciousness, and, between him, the 
buyer, and one or two other factors, we 
begin to dramatize and glorify this article in 
our displays. We give it its right place in 
the display sun, and reap a reward far in 
excess of what would have been possible 
without this magical formula: 

“Put things where people can see them; 
dramatically tell them about it; factually 


put the spotlight of glorification upon it, 
and people will make a beaten path... ” 

More and more of this for 1941. More 
and more attention to departments in the 
interior, even though we continue to give 
full consideration to the exterior. 


Hal W. Kenaston 

President, O'Neill & Co., Inc., Baltimore 

They tell a story about a certain good 
merchant, who owned his own store. 

One day he worked out a full-page ad— 
and found that it would put him about $400 
over his budget, so he thought pretty hard. 
You see, he owned the store—it was his 
money. 

And then he did not run the ad! He pre- 
tended it had run—that hundreds had seen it 
—that when they came into the store they'd 
expect to see displayed that which they had 
seen advertised .. .so he had all the items 
displayed—and he sold a lot of them. 

It seems to me that’s a good story we all 
might call to memory very often. It has 
stayed with me, as you can see. In a way, 
we've taken the moral in our store. 

Display—window and interior—has come 
like wildfire in the past few years. In my 
opinion it is going to keep on coming— 
alive, dramatic, seller-wise and promotion- 
wise. It is one of the big functions of good 
management—and it pays dividends. 

I think 1941 will see continuing forward 
strides in display. In our store we are going 
to try “gol-darn” hard to keep in step—and 
I mean we: display manager, promotion 
manager, department managers, assistant de- 
partment managers, assistant displaymen, 
the store manager—and me. 





George C. Engel 

Jane Engel Dress Shops, New York City 

The specialty shop will be put on its 
mettle even more in 1941, particularly in 
regard to display. There has been a marked 
acceleration of expansion and modernization 
programs in the department store field dur- 
ing the past year. Specialty shops, because 
of their more limited set-ups, have found it 
difficult to keep up in extensive spending 
programs. 

Each modernization program means im- 
proved display facilities. Windows and in- 
teriors are designed in the most advanced 
manner so that the display manager's stint 
is that much easier. In other words, in 
these days it’s squarely up to the individual 
display manager. 

I believe that good display work can be 
done only by highly skilled individuals. We 
might as well not try to pinch pennies in 
hiring displaymen. Even with limited fa- 
cilities, the gifted display manager can do 
wonders. 

Neil Petree 
President, Barker Brothers, Los Angeles 

There is a tendency to use more simple 
backgrounds in window displays as well as 
in spotlighted interior displays. Smart dis- 
play managers have been finding that dis- 
plays that are too unusual may attract at- 
tention but frequently do not sell merchan- 
dise. Backgrounds that do not detract from 
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the merchandise, but are at the same time 
imaginative, are more valuable than some 
ol the feature backgrounds that were used 
so frequently a year or so ago. 

At Barker Brothers, our display manager 
has done some excellent work with color, 
changing the background colors frequently 
and selecting with great care the color back- 
ground in relation to the merchandise dis- 
played. He has also used lighting with un- 
usual success, emphasizing certain items in 
displays with spotlights and occasionally 
with different colored lighting effects. 


Joseph J. Knowles 

Vice-President, Stewart & Co., Inc., Baltimore 

I am glad to give you our ideas on our 
display program in its relation to the mer- 
chandise operations of the store. 

1. The display department through the 
display manager should be a vital part of 
the store’s promotional program. 

2. A display program based upon a fash- 
ion program upon which all parties agree, 
covering a three months’ period in advance. 

3. A display program accurately timed to 
create the maximum appeal from a cus- 
tomer’s standpoint. 

4. A weekly review of this display pro- 
gram to take care of any desirable modifica- 
tions. 

5. An adequate follow-up to insure that 
specific merchandise is purchased and in 
stock in time to carry out the program. 

6. An accurate tie-up between the prin- 
cipal window themes and the interior dis- 
plays and signs. 

7. A weekly rating by inspection of inte- 
rior displays to maintain the proper stand- 
ards. 

We feel that this method has served to 
make the merchandise office, the buyers, and 
the salespeople conscious of the value of 
displays and has brought about a high de- 
gree of cooperation with the display depart- 
ment. 


D. E. Moeser 
Treasurer and General Manager, Conrad & Co., 
Inc., Boston 

Store display is, or should be, based on a 
definite plan to sell goods. We have, there- 
fore, to consider the selection of the goods 
most likely to produce sales at the particular 
time. 

Planning should be done at long range 
and short. The long range opens the way 
for major exploitation ideas through dis- 
play which will emphasize the position of 
the store—the position of the department, 
or the seasonal characteristics of the mer- 
chandise. 

The short term view is the selection of 
items, and in this, as well as in the develop- 
ment of a seasonal plan, the display manager 
ought to have the cooperation of the de- 
partment head; in fact, I think that the 
display manager should be very frequently 
consulted, not only about the drama of dis- 
play, but about the selling characteristics of 
merchandise. 


Saul Cohn 
President, City Stores Company, New York City 
| think display will be a very important 
ljunct to the democratic way of living 
ide from the marketing angle. Our people 
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will look for an escapism which display can 
help to give and thus have an effect upon 
civilian morale. Our people will want 
greater truth and more factual presentation 
in view of the wool labeling law and similar 
legislation which really amounts to the be- 
ginning of a securities act for merchandise. 
Because a great many men may be called 
into industry and defense preparation gen- 
erally, if not into conflict, women in this 
country, as in Europe, will perhaps do many 
things of a more masculine nature and re- 
sponsibility and, therefore, there will be a 
trend away from over-emphasized frippery 
of feminism. There also should be a worth- 
while movement to make goods more ani- 
mate such as the Lord & Taylor Christmas 
windows, and the exhibition of the Palm 
Beach Company in its Miami laboratory 
store. Goods can be displayed so as to be 
not only merchandise, but the “human side 
of the news.” 


Maurice Spector 
President, The Blum Store, Philadelphia 

A store's windows should always repre- 
sent the store at its best. If this is not done, 
the store’s objective is missed. 

Whatever field one dominates, one must 
not lose sight of the important fact that it 
is merchandise he has to sell, and not theat- 
rical scenery and gaudy trimmings, which 
invariably subordinate the merchandise dis- 
played. 

It is my belief that merchandise shown 
in the windows should be surrounded by 
such props and scenery as will enhance the 
looks of what is being shown rather than 
over-shadow it. 

Simplicity coupled with elegance is a by- 
word in our organization. We are ever 
striving to see how simple we can make 
our trims, and how elegant we can make 
our merchandise look—whether it be me- 
dium priced or top priced apparel. 

If more stores would endeavor to trim 
their windows in this fashion, more people 
would stop to look at the merchandise dis- 
plaved, and would be much more interested 
in what the store has to sell than in a lot 
of uninteresting—and sometimes in very bad 
taste—displays which are intended to flatter, 
but which actually detract. 

You seldom see an attractive woman over- 
dressed. The simplicity of her costume acts 
as a background for her attractiveness, and 
it is this simplicity that makes her outstand- 
ing and beautiful. So it is with simple, 
artistic windows. 


R. H. Rich 
Vice-President, Rich's, Inc., Atlanta 

I believe that last vear I stressed the im- 
portance of a closer and more coordinated 
tie-up between the advertising department 
and the display department. 

We have “grooved” this operation so that 
it is more or less routine in our store today, 
and our present emphasis is toward interest- 
ing and more dramatic fashion displays. 

We now devote the entire front of our 
store to a single fashion theme, which is 
decided upon well in advance, and we find 
that the repetitive emphasis given to such a 
theme, plus the carefully planned decor and 
design of our windows, well in advance, has 
added a great deal of interest. 

It will doubtless interest you to know that 


we have about doubled our display appro- 
priation. 

We have a large addition to our building 
and have completely renovated it, having 
added many new fixtures, new lighting, and 
a complete new paint job, as well as the 
additional space, and have tried to raise the 
standard of our display work to a new high, 
in conformance with the improved physical 
appearance of our store itself. 


Charles A. Shinn 
Vice-President, The Denver Dry Goods Company, 
Denver 

Impulse buying forms the largest percent- 
age of all retail sales—and every item can 
be an impulse item if displayed dramatically 
and effectively with a selling sign. Adver- 
tised items, we believe, should always be 
displayed in the department—in the win- 
dows, and in strategic spots through the 
store if the event merits it. News items, 
though not always advertised, should always 
be displayed in the department and in the 
windows if at all possible. They give a 
store its sparkle and fashion leadership, so 
must be dramatized. Old-season merchan 
dise, so often hidden away on a shelf await- 
ing a month-end markdown, can be moved 
when displayed where customers can see it 
and salespeople can't forget it! 

Since advertising is accountable for 15 
per cent of store traffic, the other 85 per 
cent of our customers must be reached 
through store display if they are to know 
what we are featuring in the store on a given 
day. It is imperative, therefore, that stress 
be put on display every day of the year. 


John Pearl 

Sales Manager, The Namm Store, Brooklyn 

Any predictions for 1941 will call for an 
uprise in business due in great measure to 
the extensive defense program that the gov 
ernment has instituted. 

Displaymen particularly will want to be 
alert in their windows to a tie-up with de- 
fense and will promote the patriotic theme 
to a much greater extent than ever before 

Displaymen, too, will have an opportunity 
for the first time in many years to drama- 
tize American fashions and American trends 
| feel, too, that there will be a greater in 
terest shown in all the Americas than ever 
before. 

Nineteen-forty-one will give displaymen a 
chance to go to work on new themes, new 


programs. 


Gary Y. Vandever 
Vice-President, The Vandever Dry Goods 
Company, Inc., Tulsa 
Merchants in this country face a golden 
opportunity this coming year to capitalize 
and to cash in on the buying urge that will 
come, due to the conditions abroad and in 

this country. 

With millions of people going back to 
work, due to the unprecedented peace-time 
defense program, the billions of dollars that 
will be in circulation will put the retailers 
in a seller’s market. 

Window display once more will be the 
principal medium to sell the store. Displays 
well-planned will show and sell merchandise. 
They will reflect the spirit within. 

[Continued on page 62] 
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Los Angeles Windows 


By HERB CROSS 
"Dick"’ Whittington, Photographers, Los Angeles 


The Los Angeles Christmas shopping 
season closed with a spirited “bang” for 
1941 and concluded a whale of a year for 
local display. Business houses reported a 
considerable increase over last year’s sales 
and indications for an even better year 
ahead; a situation which generally means 
increased display budgets and finer show 
windows to come. 

The December season brought great satis- 
faction to the downtown businessmen who 
had apportioned time and money towards 
drawing shoppers to that area. Even though 
their returns were in excess of what they 
had anticipated, they fell short of breaking 
any records. A tremendous bubble of profits 
burst squarely in the merchants’ faces 
when an epidemic of influenza took hold; up hi 
until that time sales had gone sky-high and 
showed promise of making shopping history. 

Notwithstanding, much ot the credit for 
the successful season must be showered upon 
the window displaymen. From the introduc- 
tion of the Christmas period until New 





j 
Year's day there was never a lull in the E 
fine showings. Prior to Christmas day the 4 | 
effort was to attract people to town so they 
would buy; after Christmas just as much 


stress was put on display as those same 
people were back to exchange Aunt Agatha’s 
gift for a shirt for father. It might also 
be mentioned that reports from auto parking 
establishments and from police departments 
coincided with those of the merchants, as 
they reported more business and more ner- 
vous strain—in that order. 

From Desmond's (downtown) is the first 
window, featuring New Year's activities. 
Display Manager Blu Pinnel had two man- 
nequins standing holding streamers, each 
dressed in a Desmond's clothing feature for 
women, the Debonair. Orchestra drums were 
between the figures, covered with confetti 
and looking as if they had played a big part 
in the celebration. Cut-out musical notes 
were placed on the background. This win- 
dow was illuminated in a dramatic manner- 
low intensity general lighting, with the man 
nequins spotlighted. 

The next window is by Carl W. Ahlroth, 








The May Company, downtown. Its fashion be: 
feature was evening dresses for m'lady in : 
the gayest of reds. (It may be said that 
reds played a large part in the New Year's 
activities for the women of Hollywood.) 
Getting back to the window, it had an ex- 
citing atmosphere and contained lots of “ac 
tivity.” Attached to the window glass was a 
cardboard cut-out dance band, with instru 
ments in position to “swing out” for the 
new year. On the background was a largt 
imitation clock with hands pointing to the 
midnight hour. Across the face of the e 


—Upper left, by Blu Pinnell, Desmond's, down- 

town. . . . Center, by Carl W. Ahlroth, The 

May Company, downtown... . Left, by Stuart 

Raymond, The Broadway, downtown... . (All 

photographs by courtesy of "Dick'’ Whitting- 
ton, Photographers, Los Angeles) — 
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—Center, by Charles Borum, Desmond's-Wil- 
shire. . . . Lower right, by Harvey Pettit, 
J. W. Robinson & Co.— 


clock, and extending to each side on banners 
were the words “Happy New Year 1941.” 
\n interesting feature was a_ mechanical 
pendulum which swung to and fro beneath 
the clock. Confetti, balloons, and stream- 
ers decorated the window with holiday 
spirit. The two mannequins were attired in 
bright red, while a head form was used to 
show the proper jewels and perfumery to 
make the allure complete. This window was 
one of a series which had the clock and 
New Year’s background. 

The third window illustrated here is by 
Stuart Raymond of The Broadway, down- 
town. It features “Rose Parade” colors in 
lush new felts, the tie-up being with the 
Pasadena Rose parade, which has been a 
spotlight of fashion ever since its inaugura- 
tion fifty-two years ago; with hundreds of 
colorful bands and floats taking part, the 
spectacle attracts thousands every year. In 
the foreground of the window is a decora- 
tive basket of American Beauty roses, a 
sprig of which frames the background. The 
background is a large photomontage of last 
year’s parade high-lights. The basket of 
roses was embellished with a bright red bow 
and two shiny batons similar to those which 
the drum majorettes will swing in this 
year's parade. A tassel of Rose parade 
colors outlines the photo and the base of 
the display. 

Another prominent store had the tiny New 
Year's window seen at the top of this page. 
By the size of the placard one can estimate 
the dimensions of the window. Designed to 
feature New Year's eve jewelry, the show- 
ing was very distinctive and interesting. 
Pom-poms and streamers were tossed cas- 
ually about in the holiday spirit. Atop one 
pedestal was a plaster figure of two ball- 
room dancers who swayed, seemingly, to the 
rhythms of the music wrapped around the 
several pedestals in the window. The effect 
Was very unusual. 

With the theme, “It’s fun to live in South- 
ern California,” Desmond’s-Wilshire, with 
Charles Borum as display manager, brought 
the sport of kings to a prominent corner 
window. The horseracing showing (second 
photograph) showed five mannequins. The 
setting was at Santa Anita where racing 
opened December 28 before a’crowd of 40,000 
persons. In the center of the window a 
mannequin stood in an “official” box hold- 
ing reins on a spirited charger on the start- 


ing line below her. The box was. con- 


structed of wood and bore the words “Santa 
\nita, official,” in raised letters. The horse 
had several articles of jewelry around its 
neck and stood in a circular bed of daisies 
such as would be found at this track. The 
other mannequins in the window were busy 
at other track activities, such as taking 
notes on horses soon to go to the post. On 
the window background were several photos 
of Santa Anita during last season's racing. 
The last window is by Harvey Pettit of 
J. W. Robinson & Co. The window is ac- 
ually very small and usually features indi- 
idual articles. It was interesting enough 
) include in this article because so much 
lerchandise was included and yet it was not 
ver-crowded. 
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Clinton B. Clark 
The Boston Store, Milwaukee 

Nineteen-forty-one means the return to 
prosperity. Prosperity means increased vol- 
ume. Increased volume means increased 
budgets. Increased budgets mean better dis- 
plays. Better displays mean better positions. 
Better positions mean better salaries. Better 
salaries mean better living. Better living 
means—(repeat—increase tempo—and_ hold 
onto your hat!) 


Clement Kieffer, Jr. 
The Kleinhans Company, Buffalo 

I do not believe in predictions, because 
they have a habit of biting the hand that 
tossed them out into the world; but I will 
say that we are preparing display plans for 
a bigger year in 1941. 

Our good friend Ed Richer, advertising 
manager of Hart Schaffner & Marx, recently 
hired a psychological survey outfit to prove 
that windows are responsible for bringing 
more men into the store than any other 
factor. (Page 34, DISPLAY WORLD, De- 
cember, 1940.) That fact should be a chal- 
lenge to all displaymen to do their job bet- 
ter and thus produce more sales. 

As each individual job comes up, my staff 
and I try to do a better job than we've done 
before. By constant striving for better dis- 
play, we occasionally “ring the bell.” I see 
a bigger job ahead in 1941 for displaymen 
big enough to accept and meet the chal- 
lenge of a United States again on the march 
to prosperity. 


Joseph B. McCann 

President, International Association of Display 

Men, S. Kann Sons Company, Washington 

If those who lead and are capable of as- 
sisting in the progress of display can work 
in harmony, the next few years will show 
a marked improvement. Without harmony 
among these forces, display will be at a 
standstill. Let us hope for the absence of 
discord. 


J. Roy Stewart 
Barker Brothers, Los Angeles 

While we have seen many forward steps 
in display during the past few years, it is my 
belief that there are bigger strides ahead. 
The year 1940 has shown a marked improve- 
ment in imagination and its application to 
our work. Therefore, we can expect the 
coming year to bring even more originality 
and creative effort, for imagination is akin 
to a great force which once adopted con- 
tinues to broaden its outlet. We have 
learned to combine the artistic and creative 
with the commercial in such a manner that 
not only commands attention, but really sells 
merchandise. Yes, 1941 will bring better 
displays through new developments in light- 
ing materials and lighting and the bold use 
of color. This all can be said in one sen- 
tence: “We have really begun to use imag- 
ination.” 


W. W. Rowley 
The Emporium, San Francisco 
From the developments we have seen here 
on the West Coast, display trends will be 
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a following and enlargement of the work 
done during the past five years. With in- 
creased prosperity, more dramatic work will 
undoubtedly result. 

Windows: The most outstanding achieve- 
ment and greatest future lies in the field 
of lighting. With the resources and ex- 
perience of two great world fairs to draw 
upon, better and more novel lighting will 
come into its own. 

The traveling displays that are available 
are more nearly the type of thing that stores 
as a whole want to use. They make for 
interesting windows, they are extremely 
flexible, and they are not objectionable from 
an advertising standpoint. 

Interiors: Manufacturers are also putting 
their money to better use in the type of 
fixtures that they are now offering their 
distributors, and rather than have advertis- 
ing posters and fixtures that were usually 
thrown out, stores are glad to use the well- 
designed, well-thought out material we now 
receive. 

For both windows and interiors, there is 
now available interesting fixtures in various 
plastics which are undoubtedly only the be- 
ginning of a= great cycle of plastics 
throughout every phase of display. 


W. A. Gray 
Lansburgh & Brother, Washington 

For 1941 display has unlimited possibil- 
ities. World fairs are things of the past; 
more of the European influence has been 
curtailed, so we're on our own.. During 
1941 we have the opportunity to prove all 
of the things that we have preached about 
and have done so little about during the past 
few years. 

Without a doubt, this year the American 
theme will predominate. Most of our mer- 
chandise will be made in America and de- 
signed by Americans. It’s a_ real theme. 
Let’s see how many of us can do a good 
job, worthy of it, without too much flag- 
waving. 

Laszlo Gabor 

Kaufmann Department Stores, Pittsburgh 

As always after revolutionary periods, 
when big changes and new ideas come into 
being, the consolidation of them is of major 
importance. 

This kind of revolutionary success has 
been achieved in the last three to four years 
in the display world. The recognition of 
the great economic and artistic value of 
display has arrived. It is up to us to use 
this fact intelligently and thriftily, to elim- 
inate the undigested outgrowths which tend 
to accompany all headlong successes. 

I believe that in the coming year we should 
clarify our ideas on the relationship between 
beauty in merchandise and its surroundings, 
and the selling power of the suggestions, 
aesthetic and practical, which the beauty 
creates. 

Of course it is necessary in display work 
to perfect a smooth routine of using new 
materials, of using new and revised tricks, 
or incorporating judicious timing. 

The displayman should remember, how- 
ever, that the necessity for the close rela- 
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tionship of creative display (in contradis- 
tinction to uninspired merchandise arrange- 
ment) to selling is as real and pertinent as 
the necessity for a congress to fulfill the 
legal needs of the people who installed it. 


George H. Wagner 
J. L. Brandeis & Sons, Omaha 

As it appears today, the war situation 
abroad and our own defense program will 
most directly influence display in 1941. With 
the resultant price advances in merchandise, 
it will be the task of display to inform the 
public and win its approval. A mere inti- 
mation of the contrast between the slight 
and justifiable American price advance and 
the sorry European consumer situation 
should prove convincing. Naturally, this 
suggestion must never be obvious. How- 
ever, display has a recognized edge on other 
merchandising media and ingenious use of 
this display sales strategy will start right 
thinking among consumers. 

Also, we believe, furthering of the “Con- 
sumer Wants to Know” movement in 1941 
will aid in making the new prices generally 
more acceptable to the public. If a display 
offers factual information that convinces the 
shopper that the product will adequately 
serve her specific needs, she will as a rule 
consider it worth the price asked. 

Throughout the year, display must draw 
its promotional inspiration from the swiftly 
changing local and world-wide conditions. 
Judicious injection of the “American Way” 
theme into much 1941 display will un- 
doubtedly prove a salesworthy emotional 
approach. Whatever the current public in- 
terest, the best-selling displays will be the 
ones which sound out and reflect that mood 
of the moment. 


Carl V. Haecker 
Montgomery Ward & Co., Chicago 

The review and forecast for display in 1941, 
in my opinion, is going to be most exciting, 
and displaymen generally will have a chance 
to work hand-in-hand with merchandisers, 
with the sales and advertising executives 
and with the management of business itself 
in their respective organizations. 

The fashion center of the world having 
been established in the United States is in 
itself most significant. 

Real opportunity is at display’s front door 
—real opportunity for originality, initiative 
and pace-setting—real opportunity to prove 
conclusively that “87 per cent of the people 
buy through the attraction of sight,” and, 
more than ever, opportunity to demonstrate 
that display plays a most important role in 
this job of distributing merchandise eco- 
nomically from the producer and from the 
manufacturer to the consumer, who, after 
all, is the most important factor in keeping 
the wheels of industry turning and the nation 
at its best. 

Richard A. Staines 
Vandever Dry Goods Company, Tulsa 

Once more displaymen from all over the 
country begin to plan to attend the coming 
convention of the International Association 
of Display Men next June in Chicago. 
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“Wise men,” I call these displaymen, for 
they know of the immense benefits that await 
the ones who join that pilgrimage to the 
shrine of display, your I. A. D. M. 

Once more, I ask displaymen from all 
parts of the country to join and grow with 
this worthy organization. 

A second motive for joining the I. A. D. 
M. is the social advantage it gives. Man 
naturally craves recognition. The desire 
for recognition is one of the fundamental 
wants of humankind. That is why I am 
urging all displaymen to join the I. A. D. M. 
It helps one not only as an individual, but 
it helps one grow stronger. You owe it not 
only to yourself, but you owe it to your 
employer. Yes, your employer, who will 
gain by the fact that you are associated 
with a group that does not know defeat; 
by a group that has struggled for years and 
years that the I. A. D. M. should not perish. 
These men have foreseen the great factor 
display would play in modern merchandis- 
ing, and untiringly have gone on and on 
until today the I. A. D. M. represents the 
No. 1. selling medium of merchandise: 
Display. 

Chicago, a city of display, will be host to 
America’s displaymen. <A trip to this “city 
of display” is a treat in itself but when one 
knows that the best talent of the country is 
present to exchange and offer ideas that 
have proved great selling factors, then its 
value is two-fold. 

All these, plus the fact that the leading 
manufacturers of America will present un- 
der one roof all of the improved and new 
equipment for modern display. 

Yes, 1941 will be the greatest year for 
display to show its worth. 


Louis A. Banks 
The Hecht Company, Washington 

The interior program and the sign pro- 
gram is made the important issue for 1941 
in planning, organization, personnel, equip- 
ment and working space, along with proper 
training of the selling personnel, in the 
proper care for displays and signs in their 
departments, and a good, down-to-earth 
talking to on housekeeping throughout all 
departments of the store. 

On this I would like to say that interiors 
are of course the hardest problems in the 
display profession. In most stores, sales- 
people simply will not take care of displays. 
They think nothing of ripping a piece of 
merchandise out to sell or show a cusfomer 
without checking stock. Nine chances out 
of ten it is not replaced—probably allowed 
to become dirty and dusty—and in some 
cases it leaves nothing in a case but a sign. 
Interior display staffs are not large enough 
to be on a continuous checking trip, and so 
much valuable space has literally gone to 
waste—besides presenting a sloppy, careless 
store appearance to the public. Something 
must be done to organize interiors to the 
point that conditions like this are not al- 
lowed by the management to exist. 

Display heads for the most part do not 
carry enough weight in authority to compel 
buyers and salespeople to keep their displays 

at and clean and properly signed. 

More merchandise can be sold through in- 
erior display than any other medium—why 

it so hard to do a good job in this divi- 

m? True, it costs money—a lot of money 
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—but so does newspaper advertising and 
direct mail and window display and the 
many other forms of inducement to cus- 
tomers to buy goods. My urgent plea to 
everyone interested and affiliated with or 
in the display profession for 1941 is to con- 
centrate all efforts on interior display to sell 
more goods at a profit. 


Harry Eastham 
Burdine's, Miami 

Store owners everywhere are realizing 
more and more the importance of display 
and are investing more of their dollars in 
this direction than ever before. We believe 
that this year’s display will take on an air 
of quality and freshness and will confine 
itself entirely to the glorification of the mer- 
chandise itself. 

William Scharninghausen 
City of Paris, San Francisco 

Searching through hundreds of pages of 
trade papers, stacks of photographs, and 
observing what large department stores as 
well as specialty shops have done through 
window display in 1940, we find that a great 
advancement has been made in methods of 
attracting attention to the show window. 
Displaymen have planned their windows to 
draw an emotional thrill from the on- 
looker. 

Stores have progressed constantly in pre- 
senting their merchandise to the public. We 
find today striking color schemes as_ the 
basis of decorative ideas—grotesque settings 
as a background for flimsy, exquisite lingerie, 
unusual lighting effects fantastic 
arrangements. 

The trend of the times has made it neces- 
sary for successful displaymen to be always 
alert and open for new ideas, attitudes, and 
timely symphonic styling to which the pub- 
lic reacts favorably, and which, in the ulti- 
mate, builds sales for their stores. 

The displaymen to whom we look for the 
greatest achievements in 1941 will be the 
men with perspective, color harmony, and 
imagination, coupled with the display man- 
ager’s adage: “Make it easy to understand.” 


grossly 


Joseph Apolinsky 
Loveman, Joseph & Loeb, Birmingham 

Display has advanced greatly in recent 
years for the simple reason that the men 
responsible have become more and more rec- 
ognized as authorities on this subject. 

The displayman who is permitted to plan 
his displays can show greater results. By 
this I mean—if he selects his own merchan- 
dise, with the aid of the buyer, and is al- 
lowed to use as many windows as he deems 
necessary, the success of the promotion is 
largely assured. 

There are many displaymen who are in- 
vested with this authority and on the other 
hand there are many who are not. How- 
ever, if those who are not so fortunate will 
set this as their goal for 1941, they will be 
happier and more productive executives for 
their firms. 

To succeed in gaining this recognition, one 
must prove to his superiors that he pos- 
sesses the necessary qualifications and this 
can only be done by creating outstanding 
displays and causing the people of your city 
to stop, look, and buy. 


Erwin A. Hiffman 
St. Louis, Chairman of the Board, International 
Association of Display Men 

From all indications, 1941 should be a 
fine year for business; this naturally has an 
effect on every person. Opportunities are 
greater, and those who have the ambition 
and will to take advantage of this oppor- 
tunity will be rewarded. I firmly believe 
that our profession—the rank and file as well 
as the business itself—will prosper, provided 
we make some definite effort and plan ac- 
cordingly. 

I would like to suggest that a more help- 
ful attitude, and a spirit of true cooperation 
be taken by the members of the International 
Association of Display Men. If we coor- 
dinate our efforts in spirit and action we can 
build a really worthwhile organization of 
accomplishments. 

V. M. Curto 
J. C. Penney Company, Inc., Lansing 

The year 1941 looks exceedingly bright 
and during this time we should arrange to 
take care of modernizations which have been 
postponed perpetually since 1930, 

With reference to the actual mechanics of 
display, we still have far to go. The vast 
majority and even some of our most exclu- 
sive store windows still reek with a mid- 
Victorian odor. 

Witness what happened to architecture in 
the past decade. Useless ornaments and 
mouldings were eliminated and_ replaced 
with pure functional art in order to harmon- 
ize with our contemporary era. 

Display too must undergo these similar 
changes. It is true we have made great 
strides in the past several years, but the 
work is still complicated and stereotyped. 

Our greatest problem now is to find a 
formula to simplify our merchandise pres- 
entation. This can best be accomplished by 
turning our backs completely to the past 
and striking out on new unbeaten paths. 
In this manner we can ignore many of our 
“sacred cows” and thus reach our desired 
stage of modern efficiency—which is ex- 
pected from us. 

John L. King 
Managing Director, International Association of 
Display Men, Washington 

By the use of budgets and information 
with which to plead intelligently, display 
departments should acquire another 2 per 
cent of the amount spent for advertising in 
1940. Fifteen per cent is not enough to 
spend on the one type of advertising that 
shows more returns per dollar spent than 
any other. 

John E. Cooke 

Coulter Dry Goods Company, Los Angeles 

We feel that displays in 1941 will be given 
increased recognition as a leading factor in 
retail merchandising. Public interest in dis- 
play has shown a tremendous gain. This 
interest has been increased by various meth- 
ods, technique, and equipment—color har- 
-dramatization —theatrical lighting 
effects—institutional displays. They have 
all contributed to the development of this 
fast-growing form of promotional advertis- 
ing for sales appeal. 

[Continued on page 54] 


mony - 








14 DISPLAY WORLD JANUARY, 1941 


PROMOTIONS 


by { ouis Gehring |. Since George Washington's birthday, February 22, 


falls on Saturday, promotional possibilities for week- 
end parties are more favorable. The sketch depicts a 
patriotic motif. Background in red with white stars. 
The scroll, blue with copy in white. A sloping triangu- 
lar plane in white to hold merchandise. Either a 
picture or a bust of Washington may help to stimulate 
the holiday spirit. 


Display Designer and Consultant, Brooklyn 




















2. A St. Valentine's display is broad in its appeal, em- 
bracing everything from confections and toiletries to 
women's apparel and home furnishings. The sketch 
suggests one of the many ways in which merchandise 
can be displayed. The window can show a series of 
shadow-boxes about 2 feet in depth, framed by a 
lace-edged heart. The background is painted on red 
with white copy. Another suggestion—the plate glass 
can be framed with lace, outlining a heart through 
which merchandise is displayed. Background is painted 
in red, 

















3. February sees the first promotions of spring clothing 


and accessories. A series of windows may depict , 
huge volumes with ''First Edition’ printed on covers. i 
Dogwood sprays or similar spring flowers are used, i 


with the background in some interesting spring color. A group of manne- 
quins seemingly parades from the book. 


4. There is still time to promote ‘Sunny Climate’ and cruise merchandise up 
to Easter. A palm-leaf display in colorful prints is set against a sun-lit 
sky background. An interestingly shaped platform, slightly elevated in 

the rear, may be covered with sand cloth or a grass mat 

upon which are displayed appropriate accessories. 


aT ace 


SRR DORE SEE RRR 
eens a r 





This series of sketches for the month 
of February endeavors to establish 
the technique of sales promotion in 
display. Possibilities are limited only 
by the ingenuity of the individual. 
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FOR FEBRUARY 


Ss. 


. The attention-creating mattress unit is suit- 


. Acolumn, as a rule, is an eye-sore. Utiliz- 


. Thomas Edison's birthday is February || 


. Promoting draperies and curtains through 


February features furniture—the month of annual, 
semi-annual, and mid-winter sales. The certification 
tag, usually found attached to furniture and specifying 
materials used, may be blown up and featured. The 
circle to its left reads—''Look for the tag the law 
requires." 





















Abraham Lincoln's birthday, February |2, deserves 
major promotional attention. Clever and intelligent 
advertising and display help boost sales volume. 8 quate 
Lincoln's birthday promotions can be tied-up with |. eae 
slavery-saving'' devices. Promotions are built around a nen ening 
labor-saving devices. Both new and old appliances— j 
the evolution may be shown. The sign department can 
make pennants with a silhouetted head of Abraham 
Lincoln for use in the windows and store. 


able for interior or window. A _ panel, 
placed 2 feet from the background, dis- 
plays a cavity from which a mattress pro- 
trudes. A flasher is attached to back of 
panel to dramatize the setting. Copy and 
main selling points appear on panel. 
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ing its surrounding area effectively helps 
to promote sales of linoleum and carpets. 






















and makes a perfect tie-up for lamp pro- 
motions. The display is suitable for either 
window or interior. Two panels, one slightly 
in front of the other, with a shelf on each 
displays table lamps. Floor lamps to be 
shown to the side of panels. 








a decorating service is suggested. A port- 
folio displaying blueprints of the undraped 
window and larger sketches of the same 
window in various treatments can be used 
to stimulate interest and encourage sales. 
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E. R. Richer 
Vice-President, Hart Schaffner & Marx, Chicago 

It is not very difficult for me to dictate 
a few paragraphs on the value we place on 
display from the standpoint of the national 
advertiser. 

We are extremely conscious of the im- 
portance of good displays on our merchan- 
dise in retail windows throughout the coun- 
try; as a matter of fact, one of the most 
significant things that developed in a recent 
survey that was made for us throughout the 
United States by the Psychological Corpora- 
tion of America was this: The most import- 
ant reason advanced by men for patronizing 
the stores where they purchased their last 
suits was window displays—17 per cent. 

In other word, 17 per cent of the men who 
were interviewed said that they made their 
last purchase where they did because they 
were influenced into that store as a result 
of some outstanding window display. 

It’s no wonder then that we spend as much 
time on our display units as we do, that we 
work as closely with the W. L. Stensgaard 
organization as we do, and that we go to al- 
most any extent to cooperate with our 
dealers in connection with window and. in- 
terior displays. 

Yes, we believe in displays. Unquestion- 
ably today this method of advertising is one 
ot the most fundamental of all media. 

S. Rae Hickok 
President, Hickok Manufacturing Co., Inc., 
Rochester, N. Y. 

Window and counter displays have al- 
ways been of vital interest to us. We have 
found them to be one of our most potent 
selling aids. 

But to do the right kind of a job, displays 
must be right in every detail . . . designed 
from the retailer's point of view ... designed 
as retail displaymen like them. 

That we have gone a long way toward 
achieving this goal is evidenced by the 
awarding to us of the International Associa- 
tion of Display Men’s certificate for “out- 
standing display achievement and _note- 
worthy dealer cooperation.” 

Kenneth J. Clark 
The Allen-A Company, Bennington, Vt. 

As we know, the main object of display 
is to sell merchandise. How can this be 
done better than by well-planned displays 
which make the merchandise live and which 
turn the customer's desire into action at the 
very point-of-sale ? 

Display is the last-minute ballyhoo which, 
after the preliminary promotion work has 
awakened the customer’s desires, causes 
them to rush into the big tent for the main 
show. It is the uniting of all the selling 
and promotion efforts made by the manu- 
facturer as well as his dealer. Without 
this coordination the work of the rest of 
the program would largely be lost. 

Because of the vital importance of dis- 
play in modern merchandising it behooves 
a manufacturer to give careful thought to 
the matter and to the display helps he gives 
his dealers. The more successful he is in 
this respect, the greater will be the sales 
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effort put behind his product at the point- 
of-sale and the greater his profit. 
R. M. McCreight 
Sales and Promotion Mgr., Swim Suit Division, 
Jantzen Knitting Mills, Portland, Ore. 

What is the value of display from the na- 
tional advertiser's standpoint? I think I can 
best answer this by simple arithmetic in 
pointing out the increasing portion of our 
sales promotion budget which is being al- 
located to display material. Going back 
ten years, I find that at that time we were 
allocating slightly better than 5 per cent of 
our entire budget to display material. Now 
better than 13 per cent is extended; 70 per 
cent of our display appropriation is devoted 
to material for windows and 30 per cent is 
set aside for interior displays. I believe 
that these figures indicate our appreciation 
of the value of effective displays. 

We have a very simple illustration that 
we use in putting across the importance of 
effective displays to our sales organization. 
We tell them that our direct consumer ad- 
vertising efforts fill up a potential reservoir 
of sales and in order for a store to capitalize 
on this great force it must be “piped in” to 
the point of purchase. The “piping in” is 
accomplished by effective window and de- 
partment displays. 

One of our chief objectives in planning 
any advertising campaign is to devise bet- 
ter, more effective means of display. We 
try to approach all of our display problems 
from the viewpoint of the store and do 
everything in our power to furnish quality 
material than can be effectively used. 

Martin E. Koehring 
Phoenix Hosiery Company, Milwaukee 

In relation to a national advertiser’s pro- 
gram, display is virtually in the infancy of 
its development as a vehicle for the dis- 
tribution of merchandise. Display technique 
has not quite kept pace with the revolution 
in other advertising approaches—the evolu- 
tion from institutional to merchandising 
copy. In the main, the national advertiser 
has somewhat neglected potentialities of dis- 
play to perform powerful selling action. In 
today’s marketing mood of selling complexi- 
ties and unresting competition, the mere dis- 
play of merchandising with brand identifi- 
cation is relatively impotent in its attempt 
to create buying activity. Display must 
literally dramatize a_ selling message—tell 
a story. Every principle of modern mer- 
chandising used by national advertisers in 
their magazine and newspaper copy should 
be, and can be, effectively applied to display. 

Display is the only phase of a national 
program that can directly effect the con- 
sumer locally and in the immediate region 
of product distribution. Performing such a 
service gives it an inestimable value to the 
distribution endeavors of a national adver- 
tiser. 

In view of the tremendously successful 
experience of some, and the proven im- 
portance of display as the completing link 
in the chain of a national advertiser’s pro- 
gram, the future holds the promise of swift 
development in display technique. New ap- 
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proaches are being studied and _ perfecte: 
and display is soon to become one of th 
major considerations and factors in the ul 
timate refinement of merchandising and sell 
ing methods. 

Joseph M. Kraus 
General Sales Manager, A. Stein & Co., Chicago 

There are “blind spots” in national ad- 
vertising coverage which we are all too 
prone to overlook when purchasing the 
multi-million circulation media. In admit- 
ting that metropolitan areas absorb the 
major portion of such big circulation figures, 
we acknowledge the vital part display ma- 
terial plays as a sales-aid to merchants in 
these sections. 

Effective counter and window displays 
give the punch, the power, the potent sales 
appeals that would otherwise be packed into 
well-built advertisements. Since a good 
share of business derives from outlets in 
smaller-than-large-metropolitan areas, care- 
fully executed display material is vastly im- 
portant to the merchant in smaller communi- 
ties, not only in its own right but because 
of generally “thinner” coverage by other 
media. For this oft-overlooked but im- 
portant sector of our distributing front, the 
value of point-of-sale display can not be 
over-emphasized. 

M. C. Williamson 
Advertising Manager, Bausch & Lomb Optical 
Company, Rochester, N. Y. 

As we see it, an adequate window dis- 
play problem is not only an opportunity for 
the manufacturer, but also an _ obligation. 
The rent that a retailer pays is influenced 
not only by his location, but by his window 
display facilities. For this reason, he 
should expect complete cooperation from 
the manufacturers whose products he uses. 

Of course, our problems in the optical 
field are quite different from those obtaining 
in the field of retail selling. The character 
of service rendered by the ethical optical 
practitioner is more professional than com- 
mercial and for that reason the average 
commercial type of display would be dis- 
tinctly out of character. Our problem, there- 
fore, is to gear our display material to the 
specialized problems that are peculiar to our 
industry. 

Jack B. Thompson 

Pioneer Suspender Company, Philadelphia 

Point-of-sale display material is the back- 
bone of our selling programs. We know 
it pays. Our dealers know it pays. As a 
result, we make available to our dealers 
each selling season at least fifteen different 
display pieces, including colorful counter 
and window pieces and merchandise-fixtures 


George Morrison 
Advertising Manager, International Silver 
Company, Meriden, Conn. 

Good displays mean lots of work, real 
ideas, squirrel-shooting accuracy in adapting 
display to product, and no end of bothersom« 
detail. In return they offer some of th 

[Continued on page 60] 
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HOW TO MOLD A WALL 
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Sixteen foot installation of Lumatile panels, molded from Lustron. Created by Cooperative Displays, Inc., 
Cincinnati, Ohio, this display was seen at the National Florists Telegraph Delivery Association convention. 
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Molding a wall sixteen feet high sounds 
impossible, doesn’t it? Yet, in effect, 
that’s one of the accomplishments of 
Cooperative Displays, Inc., Cincinnati, 
Ohio, with its Lumatile panels made 
from Lustron, Monsanto’s polystyrene 
molding material. . 

Lumatile panels are individually mold- 
ed, hollow tile-like blocks. Each tile is 
easily handled and has concealed holes 
in the sides permitting any number of 
them to be bolted together into rigid fix- 
tures with an unlimited number of uses. 
Already these unusual and attractive 
panels have been used in all types of com- 
mercial decoration —as well as in creating 
large wall surfaces of lustrous appearance. 

In molding these panels, Lustron was 
selected because of its wide range of 
orilliant colors, making for added beauty 
vhen lighted from the rear. Lustron is 
resistant to water, thereby allowing the 
panels to be cleaned with soap and water. 
‘fot humid conditions will not affect its 


beauty or strength. The natural tough- 
ness of the material, plus the reinforced 
design of the tiles, assures adequate 
strength in non-structural applications. 


The unusual characteristics of Lustron, 
which make it so desirable for these 
Lumatile panels, also make this modern 
plastics material economical and practical 
for a wide range of manufacturing prob- 
lems. For information on Lustron applied 
to your product; inquire: MONSANTO 
CHEMICAL COMPANY, Plastics Division, 
Springfield, Massachusetts. District Offices: 
New York, Chicago, Detroit, St. Louis, Bir- 


mingham, Los Angeles, San Francisco, Montreal. 





MONSANTO PLASTICS 
Cellulose Acetate - Cellulose Nitrate 
Opalon (Cast Phenolic Resin) - Lustron 
Vinyl Acetal - Resi Phenolic Compound 








Sheets - Rods - Tubes 
Molding Compounds - Castings 
Vuepak Rigid Transparent Packaging Materials 








DETROIT TUBLIC LIBRARY 






















Samples of individual tiles, showing how they 
can be firmly and rigidly joined together. 
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Silk Darade Prize Winners 


Prize winners in the seventh annual Silk 
Parade window display contest have been 
announced by International Silk Guild, 
sponsor of the contest. 

First award of $200 went to Irving Eld- 
redge, R. H. Macy & Co., New York City, 
for a silk piece goods window—one of the 
first in New York to interpret the “Amer- 
Incidentally, the patriotic 
motif was followed by many of the entries, 
Parade 


icana’ theme. 
taking 
poster which showed swags of red, white, 
The Macy display referred 


inspiration from the Silk 


and blue silks. 
to above showed classic draping of lengths 
oft red silk faille, blue silk chiffon and silk 
crepe, white silk taffeta and a gold and white 


silk metal lame extending trom gold eagles 
on pedestals across the window to a large 
white frame which carried out the portrait 
touch of the poster below it. This display 
is pictured at the upper left. 
of the frame was another eagle, and several 
feather cockades appear at the side. The 
card states: “American Collection, 1940.” 
Second place and $100 went to Arthur 
Doeffinger, Boggs & Buhl, Pittsburgh, for 
the display pictured at the upper right. The 
other $100 prize was awarded to Benno de 
Terey, W. & J. Sloane, New York City. 


Four prizes of $50 each went, respectively, 


In the center 


to A. L. Charni, James McCutcheon & Co.; 
Dana O’Clare, Lord & Taylor, and Howard 
Richmond, Bloomingdale's, all three of New 
York City, and to Erwin V. Weichmann, 
Winston's, Inc., St. Louis. 

In the fourth group, $25 prizes were given 
to Sidney Ring, Saks-Fifth Avenue, Louis 
Villela, B. Altman & Co. (pictured at the 
lower left), Henry Trautman, Johnson & 
Faulkner, all of New York City, and to 
Stewart Dry Louisville, 
shown at the lower right. 

Three interior displays won $50 each, the 
first going to Marion Goddard and Heimie 
Lapin, Lloyd’s Silk & Fabric Shop, Kansas 
City, Mo., the second to Cheney Brothers, 
and the third to Lehman-Connor Company, 
both of New York City. 

How the patriotic theme was interpreted 
by the Stewart Dry Goods Company is seen 
in the illustration. The focal point of the 
window was a huge eagle from which swags 


Goods Company, 


—Upper left, by Irving Eldredge, R. H. 
Macy & Co., New York City, first prize 
winner. . . . Upper right, by Arthur Doef- 
finger, Boggs & Buhl, Pittsburgh, second 
prize. . . . Lower left, by Louis Villela, B. 
Altman & Co., New York City. Lower 
right, by Stewart Dry Goods Company, 
Louisville— 


a 





of red, white, and blue silks were draped. 
A poster stated: “American made silks, 
leaders in quality and color smartness.” 

Novel display figures in connection with 
silk piece goods were introduced in the win- 
dow of Boggs & Buhl, as pictured. The 
mannequins, baskets, and large needles were 
all made of wicker. Lengths of plain and 
printed silks were threaded through the 
needles. 

The entries were judged on selling power, 
50 per cent; originality, 25 per cent, and 
artistic quality of the display, 25 per cent. 
The judges were Mrs. Jessica Daves, man- 
aging editor, Vogue; Mrs. Polly Pettit, New 
York School of Display; Lew Hahn, gen- 
eral manager, National Retail Dry Goods 
Association; Earl Elhart, editor, Retailing, 
and Lester Gaba, mannequin designer. 

Entries in the contest were said to have 
reached a new high. 


Engle Enlarges 
Display Service 

Wilbur Fiske Engle, who has been oper- 
ating a display studio under his own name, 
announces an enlargement of the shop and a 
change of name to Duke Display Service. 
The company is located at 512 South Park 
street, Streator, III. 
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The SEASON'S SMARTEST DISPLAY CREATIONS by Darling. 
Stimulating new ideas in Metal, Plastics, Papier-Mache, and Com- 
position. Be the first to capitalize on these new, refreshing, sales- 


producing displayers. Write for our new Supplement Catalog 




























No. 165. It is just off the press. See it before you buy. 


A—No. 232 Novelty Accessory Unit 
series of 6 interesting displays. 3. round rod 
Lucit Chr ba O } 
B—No. 228 H IA 8 | 
rod Lucite uprigh 5 
Draping kt n lh c 

DARLING DISTRIBUTORS ; 
C—No. 224 Handkerchief and Accs ry F 

W. O. LATIMER COMPANY 12 dia. clear plastic with ten display ft 


Supported by chrome metal base and upr 


ATLANTA 
BISON DISPLAY FIXTURE COMPANY 
BUFFALO 


NEW ENGLAND DECORATORS' 
SUPPLY COMPANY 


BOSTON 
B. B. LEVY FIXTURE COMPANY 
CLEVELAND 
CARSON PIRIE SCOTT & COMPANY 
CHICAGO 
CAMERON & COMPANY 





D—No. 398 Jewelry Unit. 4x12 


right and base chrome metal. Overa 


E—No. 399 Bracelets. |" dia 
bar. Uprights and base chr 


tlocked 


CHICAGO F—No. F-135 34 SHELL 
REINERMANN FIXTURE COMPANY Sous Delay of: Dares 
CINCINNATI Silene te dhl tine gkeanial he tel 
SHUR-NUFF DISPLAY MATERIALS Cilia denlews wikiness § 


DULUTH 
SOUTHWEST FIXTURE COMPANY 
DALLAS 

NATIONAL DECORATORS’ 
SUPPLY COMPANY - G—No. F-139 Dress and Coo 
INDIANAPOLIS SHELL with FULL SHOULDER 

HARVEY J. MAXWELL COMPANY siltaie  etianiaaliteen ened 
KANSAS CITY oy mannan | Fit 
SHUR-NUFF DISPLAY MATERIALS : 
MINNEAPOLIS 
NAT SIEGEL 
NEW YORK CITY 
ISIDORE LEVY 
NEW ORLEANS 
OLTMANNS 
OMAHA 
ART R. COHEN 
PITTSBURGH 
SEGALL & SONS 
PHILADELPHIA 
GARRISON-WAGNER COMPANY 
ST. LOUIS 
C. BARRANGO & COMPANY 
SAN FRANCISCO 
CHAMPION DISPLAY MATERIAL CO. 
SEATTLE 
AL. HALVERSON, INC. 
LOS ANGELES 


same as above with different hea 


esting window grouping 










DARLING & DISPLAYS | 


DARLING COMPANY 





BRONSON, MICHIGAN 
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Agencies And 1941 Display 


Fred H. Kenkel 

Gardner Advertising Company, St. Louis 

Display in merchandising—various forms 
of point-of-sale material, the use of window 
displays, etc., will more and more come into 
its own in 1941 and it is, I believe, definitely 
safe to say will even become a greater factor 
in advertising, selling, and merchandising 
in 1941 than it has heretofore. 

I really believe the importance of display 
in merchandising has long been recognized 
by most alert manufacturers and I think 
that possibly the greatest contribution in the 
future will be the securing of more definite 
and concrete data proving the value of dis- 
play in merchandising and hence, as a re- 
sult, it will become more and more a part of 
many more plans. 

Until very recently, we have never def- 
initely measured the value of display in mer- 
chandising and I believe it is of interest 
to note that just now during the latter part 
of 1940 much of this type of measuring has 
been going on and certainly will be carried 
out by more manufacturers during 1941. 


Stanley F. Pflaum 
Stanley Pflaum Associates, Chicago 

With the reasonable expectation ot more 
spending dollars in the hands of consumers 
—perhaps second only to the 1928-29 era 
there is greater opportunity to make point- 
of-sale display a real selling force. Too 
often, it 1s regarded as a mere tie-in with 
other forms of advertising. In the expe- 
rience of our agency, point-of-sale can and 
does move merchandise and should share 
in increased budgets at least in proportion 
to the total expenditure. 

J. R. White 

President, Rickard & Co., Inc., New York City 

Being partial to the simplicity that lends 
itself to legibility on the printed page, I am 
particularly influenced, as are the majority, 
I believe, by the same characteristics in 
window and on counter. With simplicity 
and quality as the keynotes, therefore, for 
1941, I would venture to say that the new 
transparent and translucent plastics will 
play an increasingly important role in the 
planning of sales-winning displays. These 
and the many other novel materials now 
available will enable displaymen to exercise 
their ingenuity more this coming year than 
ever before. 

Joseph C. Keeley 
Director of Publicity, J. M. Mathes, Inc. 
New York City 

| believe we are all agreed that during the 
coming year we shall see a good deal more 
activity in all lines of business. With more 
money in circulation as a result of the re- 
armament program, consumers will become 
increasingly active. Even now we read that 
in Connecticut workers are buying cham- 
pagne to the point that there has been a 300 
per cent rise in sales of this luxury item. 
This means that displays are going to be 
more important than ever to advertisers. 
Many people who for several vears have 
had to content themselves with wishful 
studies of printed and spoken advertising are 


going shopping for the things they have 
so long desired. It is at this stage that 
displays can do a job. Our clients are plan- 
ning accordingly for an increased use of this 
form of advertising. 
Harry S. Pearson 
Production Manager, Pacific National 
Advertising Agency, Seattle 

In our opinion, display will occupy, if 
anything, an even more important part in 
merchandising during the coming year. It 
is the important link in distribution which 
clinches the sale at the point where the cus- 
tomer is ready to buy. 


Elmer S. Horton 
Horton-Noyes Company, Providence 

Our attitude towards display and = other 
point-of-sale merchandising is indicated by 
the fact that we handle it as a major func- 
tion of the agency, under the direction of a 
capable executive. 

Actually, this subject gets consideration 
before we begin to think about “space and 
time.” We feel that if the client is weak 
at the point-of-sale no advertising that we 
can prepare and place can overcome that 
handicap. 

We know, too, because many of the mem- 
bers of our organization have been actively 
engaged in retailing, that effective follow- 
through at the point-of-sale makes adver- 
tising pay bigger dividends. That is reason 
enough for our interest in the display activ- 
ities of our clients. 

We are giving special attention to the 
development of displays that demonstrate 
the product, believing that this is often 
overlooked. We have seen some excellent 
results from this kind of store and window 
display unit. 


F. S. Kent 

President, W. |. Tracy, Inc., New York City 

Display material is an indispensable link 
in the chain of merchandising and advertis- 
ing. It is just as necessary in most cases 
as any other media. 

Austin C. Lescarboura 
Austin C. Lescarboura & Staff, Croton-on- 
Hudson, N. Y. 

With an increased measure of general 
prosperity during 1941, be it sound or other- 
wise, I anticipate increased advertising ap- 
propriations. After all, advertising and 
sales promotion are legitimate business ex- 
penditures. There are indications aplenty 
that many advertisers will invest the bulk 
of their excess profits in that direction, 
wisely looking ahead to a post-war era when 
they may again be facing a_ stiff buyer's 
market. Thus I anticipate more considera- 
tion to be given to such marginal activities 
as displays. 

I speak particularly for the modest ad- 
vertiser who, during our recent sackcloth 
and ashes days, has barely had money 
enough for the absolute minimum of adver- 
tising. That advertiser is now enjoying a 
fair measure of returning prosperity, partic- 
ularly so if he has some war orders. He is 
bound to be a live prospect for the display 


salesman as well as for other sales promo- 
tional activities heretofore beyond the mod- 
est appropriation. And so the modest ad- 
vertiser steps out in 1941. That is good 
news for all displaymen. 
F. W. Ziv 

President, Frederic W. Ziv, Inc., Cincinnati 

Modern merchandising through dealer 
outlets—be they grocery, drug, hardware, 
syndicate, or other usually non-exclusive 
outlet—frequently means that the 
person behind the counter has no particular 
favor for your product. Display is the man- 
ufacturer’s best means for obtaining ade- 
Display 


sales- 


quate representation in the stores. 
is essential to modern merchandising 
to feature a special offer to tie-in with 
other advertising to make your product 
easier to remember, easier to purchase. 
Jones B. Frankel 
Frankel-Rose Company, Chicago 

Bigger retail sales will be rung up on the 
nation’s cash registers in 1941. Displays 
will do a bigger part of that selling job. 
Those are the signs in the sky of advertising 
for the year coming. Already, the upswing 
in the business curve heralds not only in- 
creased business, but generally rising costs. 
This adds a two-fold problem. Better busi- 
ness invariably brings more impulse buying. 
Rising costs necessitate higher efficiency 
from advertising campaigns. Effective point- 
of-sale advertising alone can supply the so- 
lution to both. Never before was the need 
so great to vitalize the sales tie-up between 
manufacturer and customer at the point-of- 
purchase to make the dealer a partner 
in the national advertising . to dramatize 
key selling points and keep consumers prod- 
uct-minded at the very moment they are 
“buy-bent.” Displays obviously must occupy 
a more prominent position than ever in ad- 
vertising schedules for the year to come. 


Sells Stites 
President, The Keelor & Stites Co., Cincinnati 

The displaymen who have called upon us 
this past vear have shown a greater under- 
standing of the problems of our clients. This, 
coupled with a gracious spirit of helpfulness, 
has caused our clients to become more fa- 
miliar with the opportunities that displays 
offer in increasing sales. 

No matter how other mediums of adver- 
tising may progress during 1941, we believe 
that well-planned merchandising displays 
will have a larger part in the advertising 
picture than ever. 

Jerome B. Gray 
Gray & Rogers, Philadelphia 

The public has gone in for a lot of look- 
ing and wanting during recent years. It 
appears now as though that same public has 
gone in for looking and buying. And it is 
just that economic difference between de- 
sire and the satisfaction of desire that now 
spells “Opportunity,” again, for those who 
conceive and create merchandising displays. 
If I were the editor of DISPLAY WORLD, 
I'd soon begin to suspect that I'd struck a 

[Continued on page 68] 
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ACE 
PRESENTS 
Display Paper 
Leaders For 
SPRING and 
SUMMER 
1941 














HARLEQUIN DESIGN DIAGONAL STRIPE 
(On 87” VELVELUR and CLOUD TONE) NEW C AT AL (12” Stripe on 87° VELVELUR) 
Dark Blue on Horizon Blue OG bi pt Stripe ew Rose 
Raspberry on Coral Rose ite on Horizon Blue 
i Blue on Blue CLOUD TONE NOW READY! White on Cardinal Red 
: Rose on Rose CLOUD TONE bien on = 
5: White on Cardinal Red “aan cay Poi 
. White on Daffodil Yellow Ace leads the way in smart disp = a 7 _ j 
j *Black on 81" White For the newest and most striking in 87" x 18° or “81” x 18°—$8.75 
87” x 18’ or “81” x 18’—$8.75 cisplay papers and ideas, see the new a 
i ACE DISPLAY PAPER CATALOG illus eo 
trating and describing eaders ft 
e Spring and Summer, 1941 (3° diameter dot on 87” VELVELUR) 


. Brown dots on Corn Beige 


TROPICAL LEAF 





! 
2. Greystone on Daffodil 
3. Lime on Cardinal Red 
(In 3 colors—Gold and 2 tones of Green . 
on CRYSTALUR and VELVELUR) FEATURING ALSO THE 4. Coral Rose on Green Mist 
Pog nage alin get FOLLOWING OUTSTANDING ,5. Horizon Blue on Xmas Blue 
' . Black on ite 
CRYSTALUR and Daffodil and NUMBERS IN THE FAMOUS ‘is ii sae : 
14 Coral Rose VELVELUR L ee 2 ae 
| VELVELUR LINE 7. Red & White Dots on Xmas 
| 87” x 18’—$11.75 Blue—$8.75 


7 different background dec- 
erations on different col- 
ors of wide 87" VELVE- 
LUR, CLOUD TONE, 
CRYSTALUR and SEAM. 
LESS. 


2 panoramas on 49” VEL- 


3 VELUR. 

é 3 miniature panoramas on 
i 24” VELVELUR. 

: 4’ x 6’ deckle edge panels. 
i 3’ x 4’ deckle edge panels. 
‘ Wide background papers 
4 in 81”, 87”, 107%, 108” 


and 119”. Many other dec- 
orative materials. 





Write for Your Free 
Copy of This Great 
Catalog Today! 


| ACE PAPER CO., INC. 


Display Division 
| Dept. 20, 426 West Broadway : - - New York, N. Y. 





* 
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The New Berkson’s 


By GEORGE A. WILCOX 
Berkson's, Kansas City 


Probably the first thing to catch a display- 
man’s eye in the remodeled Berkson’s is the 
display department which is really an inno- 
vation as such departments go. It is 21 feet 
wide by 120 feet long, marble-floored, air 
conditioned, and fluorescent lighted. We 
have ample machinery for turning out any- 
thing in the way of displays and_ back- 
grounds for the store’s twenty-three win- 
dows, most of them being about 4% feet 
deep by 10 to 12 feet in length. As a matter 
of fact, we designed and built our own dis- 
play fixtures in this shop. The department 
is operated by two displaymen, a background 
man, a fashion artist, and the writer. 





As for the store itself, the building is 50 
feet long on Main street and 127 feet on 
Eleventh street, containing approximately 
50,000 square feet of floor space—quite a jump 
from 18,000 in the old store. The front is 
of maroon terra cotta with a_ satin-bronze 
sign and extruded satin-bronze trim. The 
building has eight stories and a mezzanine. 
We occupy the entire building, mainly han- 
dling ready-to-wear and_ specialty store fe 
items with the exception of our new men’s 
furnishings department. This is a new ven- ‘ 
ture with us and seems to be taking hold ' 3 
remarkably well. 

The entire store is done in prima vera, 
tinted a different shade on each floor. This 


treatment is combined with soft pastel pinks ie 
and beige shades, with an abundance of 4 
mirrored walls. On the fur floor (second 4 


photograph) there are several large expanses 
of wall paper in a soft tropical plant pattern. 
As for lighting, we have used daylight 
fluorescent lighting in the cornices all the z 
way around every floor, while the general 
ceiling illumination is by a new twin-ray in- 
candescent unit. The main floor uses louver 


fluorescent units combined with two 1,000- a 
watt indirect chandeliers, plus eight 500- 3 
watt reflectors recessed into the ceiling. The 4 
result is a total of 40 foot-candles of light - 
over the entire floor, without any glare what- § 
ever. 4 

4 





Natural flower ledges are another innova- 
tion within the store, these being used in 
the circular bridal room and also in the 
millinery department. They are proving 
quite successful and give the rooms an un- 
usual touch; one does not expect to find nat- 
ural flowers growing in a_ ready-to-wear 
store. These units consist of small 20-inch 
metal tanks about 6 inches deep, with a 
wire mesh basket that fits into each one. 
The baskets are filled with peat moss and 
the flowers are planted in this moss in the 
regular manner. Then the tanks are filled 
with a chemical up to within about one inch 
of the top; it is this chemical that provides 
the food for the plant growth and it is added 
to each day. 








The photographs show two typical views 
of the interior of the new Berkson’s, and one 
of our displays featuring Sun Valley as a 
resort for this season. 
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NOW READY! 
the Last W ord in Display Ideas! 


SHERMAN DISPLAY GUIDE 


for Spring and Summer 






very display manager, designer and window 
y play u 2 


trimmer, will want this exciting new display guide 


—packed full of new ideas and new materials. 


60 NEW SALES-BUILDING IDEAS 
The new Display Guide brings you a great many 
new suggestions that will help you design and 
produce better displays for windows and store 
interiors—ideas that will increase the pulling 


power of your display s—build greater sales! 


NEW EFFECTS—NEW MATERIALS 
Pictured here are 4 of the great host of new spring 
and summer numbers presented in this new Dis- 
play Guide: 

Left, from top to bottom @ An appealing display 
set for Easter, size 52” x 60”, with graceful arch- 


ing wings. Processed in 5 Easter colors @ The new 





Cottage Gateway mural—a versatile and inviting 
scene in 5 colors @ Bamboo design — startlingly 
realistic in color, sheen and shape, in continuous 
rolls 60” high. Ideal for the tropical settings that 
are becoming so popular @ Floral Valance —one 
of the many beautiful and exciting designs in 
continuous rolls. This one, 12” high. 

See these and the many other new striking display 
aids —including patriotic motifs, realistic tree 
barks, background and covering materials—in 
the new SHERMAN DISPLAY GUIDE—THE 
LAST WORD IN DISPLAY IDEAS! WRITE 
FOR YOUR COPY TODAY—IT’S FREE! 


SHERMAN PAPER PRODUCTS CORP. 
NEWTON UPPER FALLS, DEPT. D-1 MASS. 
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Spring jong 


—Clement Kieffer, Jr., The Kleinhans Company, Buffalo, created the dis- 
play pictured at the upper left. Real birch trees flanked the center unit, 
the latter involving trick photography for the blow-up in order to get a 
large illustration of the shoes in the foreground of the scene. This was 
done by placing the shoes on a table before a 22-by-28-inch photo- 
graph of Niagara square. The two were then photographed and an 
enlargement (4 feet by 6 feet 6 inches) was made as shown. ... Upper 
right, a reminder that “Opening Day" is not far off in the baseball 
world. This display is also by Kieffer. . . . Center, left, by Leo Ball, 











Rose & Katz, South Bend; a particularly effective ensemble presentation. 
. . . Right center, by William Arinow, Shillito's, Cincinnati. The panels 
were green, bordered with forsythia. . . . Lower left, National Boy Scout 
Week can be made the subject of an inspiring institutional display. This 
one is by George Wagner, J. L. Brandeis & Co., Omaha, and won first 
prize in its classification at the last convention of the International 
Association of Display Men. . . . Lower right, an interesting setting for 
spring by L. A. McMullen, Eastern Outfitting Company, Portland, Ore. 
Note the baskets of early green vegetables— 
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VERSATILE! 


Douglas Fir Plywood is the right 
answer to dozens of your 
display problems 


@ Get into the habit of using Douglas Fir Ply- 
wood for every display use. Your work will be 
easier because this “modern miracle in wood” 
offers advantages of stiffness, strength and 
damage-proofness no other material can equal. 
You can nail or screw Douglas Fir Plywood 
right at the edge —or bend it, too— without 
splitting or breaking. The satin-smooth, nat- 
ural wood surface is receptive to any finish 
you want to apply. 


Once you've used a panel of Douglas Fir Ply- 
wood doesn’t mean that its life is over. Far 
from it! Every piece of Douglas Fir Plywood 
can be salvaged and re-used over and over 
again. In short, Douglas Fir Plywood is an 
investment that pays dividends for a long, 
long time. 


These 4 grades useful 
Of the 5 standard grades of Douglas Fir Ply- 
wood, you will find these 4 of particular serv- 
ice: PLYWALL, the wallboard grade, is ideal 
for general indoor display work. PLYPANEL, 
the cabinet grade, should be used for display 
fixtures, counters, cabinets, etc. PLYSCORD 
is designed for general utility work, such as 
protective fences during building construc- 
tion, sheathing or temporary work. (This 
grade comes unsanded, hence its texture has 
interesting decorative possibilities.) EXT- 
DFPA is made with water-proof glue for per- 
manent outdoor work. Use it for exterior 
signs, displays, ticket booths, etc. Your lumber 
dealer can supply you with any of these grades. 


If you would like more information 
about Douglas Fir Plywood, write 
for “How Your Store Can Use 

Douglas Fir Plywood,” by A. E. 
Hurst, and Finishing Beoklet. 
Douglas Fir Plywood 
Assn., Tacoma, 

Wash. 








GENUINE SPECIFY DOUGLAS FIR PLYWOOD 
BY THESE "GRADE TRADE-MARKS"” 


WALLBOARD PLNPANEL DERA 


TeAOe wane ats. 
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UNIQUE BACKGROUNDS Douglas Fir Plywood willingly helps you get any effect 
you want. Its smooth surfaces are perfect for paint or enamel. . . or you can get 
very interesting patterns by using light stain finishes that bring out the distinctive 
grain ...as was done on the modern cut-out in the background of this window 
designed by Malcolm Tennant of Meier & Frank, Portland, Oregon. 





TEMPORARY DISPLAYS Need more wall space for exhibits or merchandise? Then 
use Plywall te build a saw-tooth background like this. Try using Douglas Fir 
Plywood without any finish. The natural wood is beautiful yet unobtrusive. 








SMART EXTERIORS When modernizing 
store fronts, see how EXT-DFPA, the 
exterior type of Douglas Fir Plywood. 
can give streamlined effects at low cos:. 















DAMAGE-PROOF FIXTURES 
Display racks built of Douglas 
Fir Plywood never seem to wear 
out. They can be kicked around 
without breaking or splitting. 








* 
GENUINE 


-PLYSCORD- 
SHEATHING 
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LAD M. News 


Hold your hats, boys! Here we go again! 
On to Chicago in 1941! <A real old time 
convention at the Hotel Sherman! 

“Hotel Sherman” is all that is 
to say to any of the “old-timers” who have 
attended other conventions there. But to 
those who have not enjoyed this privilege 
and pleasure, let me explain that the Sher- 
man, many other attractions, 
under one roof has five restaurants that are 
outstanding for their lively activity, unusual 
entertainment and the celebrities who fre- 
quent them. The very atmosphere of the 
Sherman seems to fill one with the feeling 
of gayety. There we find the Malay room, 
the Celtic College inn and _ the 
Sherman coffee shop, and always a wonder- 
ful orchestra and outstanding cuisine from 
the home of College Inn foods. Having 
there, | you that you do 
not need to wander around Chicago in order 
to find a good place to dine. Just try the 
Sherman! 

The Chicago display club has many mem- 
that are old hands at putting on a 
“bang-up” convention and the spirit exhibited 
by these boys promises an additional pro- 
gram that will be “excellence plus.” 


necessary 


besides its 


cafe, the 


eaten can assure 


bers 


Exhibitors of whom we have never before 
heard have been writing in for information 
about spaces, as of course have many of our 
old friends who are “raring to go” with new 
lines of unusual decorative materials that 
one could only see all in town at an 
I. A. D. M. convention. If there is any doubt 
about the sending a fellow to this 
meeting, he should start now to sell the idea 
by taking it up to the boss. Remember that 
it is the only “post graduate” course in dis- 
play of its kind, and that display changes so 
fast that one must keep abreast of the times. 
Let the other fellow attend the convention 
and you stay home, and he has a handicap 
on you for the rest of the year. You can't 
with State street, Wil- 
shire boulevard, or Fifth avenue if you don't 
“get around.” 

Remember the display 
If you think you're good, now is the chance 
to prove it. Enter your photographs in the 
competition. You have 225 opportunities to 
win recognition under the fairest 
system of judging ever devised in this busi- 
Your reputation is what you make it. 
Opportunity might knock, but it can’t do 
any good if you don’t reach out and 


one 


firm's 


expect to compare 


national contest. 


national 
ness. 


you 
grasp it. 

I'll see you in “Chi” on June 23. 
This office recently sent a letter to all 
display clubs requesting their cooperation in 
finding material for educational programs 
and we had time then to 
receive many answers, but this one letter is 
so helpful that I members 
of display clubs will enjoy reading it, ap- 
preciating the fact that one club can learn 
how to plan an active, interesting program 
for their meeting by about what 


have not since 


do believe most 


reading 


By JOHN L. KING 
Managing Director, Washington 


others are doing. Headquarters will be glad 
to receive similar letters from other cities: 

I might say that in the past the Cincinnati 
Display Club has had some very interesting 
educational which I am_ listing 
below tor your reference. 

1. A local Display Week, with the mayor 
taking part, and a local radio station co- 
operating with six fifteen-minute programs 
on which various display factors were inter- 
This is accompanied by newspaper 

including a photograph of the 
mayor in a local department window. at- 
tempting to complete a window display. 

2. The Eastman Kodak Company has a 
very fine color film set-up that can be used 


programs 


viewed. 
publicity, 


and, in my opinion, would give quite a num- 
good suggestions and 
ideas for a window display setting. (No 
doubt, you realize that the Eastman Com- 
pany has put quite a good deal of money 
into this film with the proper background 
and setting; hence, anything you would see 
in this film would be far above the average 
and authentic.) 

3. Manufacturers’ buffet luncheons. We 
have in the past contacted manufacturers 
who have agreed to participate in meetings 
of our club by furnishing buffet luncheons 


ber of displaymen 


and, in one instance, one company furnished 
a man with actual samples of various mate- 
rials that have possibility from a display 
standpoint. These are generally very inter- 
esting meetings inasmuch as the displaymen 
can see exactly how these different effects 
are accomplished. 

4. Tie-up with local advertising club. In 
instances, the Cincinnati Display 
Club has had its meetings held in conjunc- 
tion with the Cincinnati Advertising Club, 
who very interesting 
speaker for these meetings. Naturally, hav- 
ing a larger membership, these advertising 
clubs are in a position to bring interna- 
tionally famous speakers to their city, and 
the display club has benefited by these meet- 


several 


generally invite a 


ings because of the closer association with 
advertising men. 

5. Our local display 
the chamber ot 


club has contacted 
commerce and offered its 
services for any civic project in which they 
feel we 1 


can be of any assistance in com- 
pleting their campaign. We have cooperated 
with the local Community Chest, the Red 


Cross, the Cincinnati Symphony and several 
other city-wide civic projects. These have 
brought a great deal of recognition to the 
Greater Cincinnati Display Club and at the 
time, any campaign § is 
going to be launched in the Cincinnati area, 
a display club generally 
called in at the first preliminary meeting to 
map out and plan the campaign from a dis- 
play standpoint. This, of course, means win- 
dow displays in bank windows, hotel lob- 
bies, theatre lobbies, on any public squares, 


present whenever 


representative 1s 


etc. In my opinion, this has been the most 
powerful factor in gaining recognition for 


the displaymen of Cincinnati. 


6. Lecal inspection trips. If there are an 
concerns in a city that have gained nationa 
recognition for their product, it is goo 
business for the local display club to contac 
the proper authorities and conduct an in 
spection tour of these plants. In our case 
the Procter & Gamble Company and _ thx 
Crosley Radio Corporation, who have gained 
national recognition on their products, have 
more than welcomed our trips through thei 
plants to make our men acquainted with how 
their products are manufactured. This has 
resulted in additional display contests being 
these companies to 
more familiar with the possibilities of eco 
nomical importance of window displays. 

The above factors are several of the many 


sponsored by becom« 


that we have used from time to time to 
stimulate interest in our local club and it 
you feel that any of them should be out- 


lined closer for more details, the writer will 
be glad to furnish any information necessary 
to round out any of these above-mentioned 
subjects —Harry R. Schoenlaub, president, 
Greater Cincinnati Display Club. 


Sales Promotion Calendar 
In New Edition 

The Sales Promotion division of the Na- 
tional Retail Dry Association, 101 
West 3lst street, New York City, has just 
released the 1941 edition of the sales promo- 
tion calendar designed to help retail execu- 
tives in planning the year’s sales, special 
promotions, and the like. The calendar not 
only lists special weeks and events, but of- 
fers a wide fund of statistical material to 
aid in sales planning. For each month of 
the year, figures are tabled above the calen- 
dar page giving the seasonal distribution ot 
sales in each of the Federal Reserve districts 
for each of the more than seventy depart- 
ments of the average store. 

With each month’s calendar are provided 
general promotional suggestions for the 
month. A chart on the back of the calendar 
charts each of the four largest sales months 
for each of the thirty-five leading volume 
departments, and another section contains 
an analysis of publicity expense from the 
1940 report of the Sales Promotion division. 
Joseph E. Hanson, manager of the division, 
directed the preparation of the calendar, 
which is priced to N. R. D. G. A. members 
at $1.50 and to non-members at $2.50. 


Goods 


O'Donnell Now With 
Ellis Brothers 


Edward E. O'Donnell, for many 
display manager for Sisson Brothers Wel- 
den Company, Binghamton, N. Y., has joined 
Ellis Brothers & Joseph, well-known furni- 
ture, rug, and decorating store of the same 


years 


city. In addition to his duties as display) 
director, O'Donnell will also act as cot- 
sultant interior designer for the stores 


clientele. 
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Seasonalle Ideas... 


By EVERETT SCROGIN 
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“STATIONARY OR MECHANIZED MARCH DISPLAY FEATURE: 

May be used in connection with a display of ALL 

\ WEATHER TOPCOATS, etc. Use large MARCH calendar A 
for center panel. Lion and lamb are painted on Za 
separate endless ribbons, moving around sep- 
arate pairs of rollers, and appear in the cur- 
out windows. Lion disappears behind calendar, 
lamb emerges From behind it. Heading may 
be changed and the two animals transposed 
to correspond with /ocal weather conditions 
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SUIT DISPLAY CABINET: 


Men's or women’s suits 
Wing shelves for accessories 
\ERETT ScROO™ Pussy willow decorations 


RED + GREEN= 
NEUTRAL GRAY 

YELLOW # PURPLE = 

NEUTRAL GRAY 


BLUE + ORANGE = 
NEUTRAL GRAY 










‘COSMETICS DISPLAY: 
Center nameplate scro// 
chromium or metallic 
paper. She/ves glass 
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You are cordially invited to visit our new 
enlarged showroom to see the 1941 line of 


Spadea Mannequins 


41 West 57th Street New York City 
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Display Studio bDroblems 


XXVIII. PLANNING AND PREPARATION OF SKETCHES 


If you were to run across a friend on the 
should 
something 


street one day and he say, “Good 


morning, Joe; say very, very 


original, will you?” or, if he 
“T will give you just two hours 
clever idea,” 


would 


funny and 


should say, 
some very 


in which to create 


How you 


what would you think? 
react ? 

Well, that’s precisely what happens to the 
day. He is called 
into a mechanical 


He is 


display designer every 


upon to inject romance 
lubricator for a 


to design a perfume display that will arrest 


locomotive. asked 


madam’s eye in such a manner that she will 
and 


look back again and still once again 
ultimately be lured to try its irresistible 
scent. Yes, all these and many more, but 


what of the solution to these problems ? 
Generally speaking, a more or less stand- 
ard procedure is followed. 
The salesman calls on Mr. Prospect, who 
trade-show exhibit. 
build his 


market for a 
letting us 


is in the 
He is interested in 
display, so the salesman gathers all the 1n- 
formation he can concerning the product to 
be displayed, the space alloted to the dis- 
play, and, if possible, the budget set aside 
With last problem, 
let it be said here that purchasers of ex- 
hibits are otten the 
amount of money they wish to spend. Per- 
feel that the display builder is 
give him as little 


for it. regard to the 


too prone to conceal 


haps they 


trying to as possible for 
his money. Certainly, this is a false idea. 
The same person would not go to an archi 
tect and say, “Design me a house,” and then 
refuse to say how much he wished to spend. 
\s a matter of fact, it is almost impossible 
without being able to 


to design a display 


AND WORKING DRAWINGS 


By DON HOWARD, Designer 
Co-Operative Displays, Inc., Cincinnati 


work to a price, because of the great vari- 
ance in materials, mechanics, finishes, ete. 
Well, the salesman holds consultation with 
the designer, turning over to him any ideas 
that Mr. Prospect might have concerning 
his display, along with the budget, and any 
advertising literature, photos, and the like 
concerning the product to be advertised. The 
good salesman, of course, has undoubtedly 
made some very valuable suggestions to the 
prospective customer and often suggests so 
complete a theme that the designer can 
carry his sketches through without further 


ado. 


concerning our- 


However, since we are 





selves here with the designer's problems, w 
will assume that such is not the case. 

He must now produce an idea, keeping it 
mind three things: 

1. The nature of the product. 

2. The attention attracting value of the 
idea. 

3. The sales appeal. 

Once an idea or two is produced the de 
sign goes into the rough-sketch stage. These 
rough usually made in 
pencil at a fairly small scale. This provides 


sketches are soft 
for more expression on the part of the art 
ist, as well as greater facility and speed. It 
also leaves something to the imagination so 





that when they are shown to the prospect 
these sketches will suggest ideas which will 
be helpful to both parties concerned. In 
drawing these, the designer must not forget 
the size of the exhibit and the budget; nor 
should he misrepresent areas or copy by 
forcing perspective or departure from scale. 

Incidentally, the use of perspective in pre- 
senting any kind of sketch is many, many 
times more effective than straight elevation. 

The now works with the esti 
mator drafts rough estimates on the 
various rough sketches. 

The time has now to make a first 
presentation to Mr. Prospect. It is not, of 
course, absolutely but it is of 
infinite help to the designer if he can accom 
pany the this visit. Here he 
gets at first hand the reactions of the client, 


designer 
who 


come 
necessary, 
salesman on 


his leanings toward some particular sketch, 
[Continued on page 61] 


—Finished color sketch of an animated exhibit 
for valves is pictured above. At left, a 
section of the design department of Co- 
Operative Displays, Inc., Cincinnati, through 
whose courtesy these photographs are shown— 
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A NEW TECHNIQUE IN SELLING! 





Ss kt } Se @ ae t+ 3 Ff ta UDF 
DIRECT FROM AN EXTENSIVE RUN IN THE WINDCW OF R. H. 
MACY & COMPANY, INc., WHERE IT STOPPED THOUSANDS! 


WRITE FOR INFORMATION 
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Air Raids Necessitate 
New Window Technique 
Our London 
thought vou would be interested in the two 
latest am 
sending under separate cover. 


correspondent writes: “I 
Selfridge’s, which | 
As you prob- 
ably know, Selfridge’s windows were blown 
they 


windows of 


and this is how 
have been remodeled for the duration. 

“The top part of the 
boarded in, and four sheets ot glass instead 
of one large expanse now appear. By this 
arrangement it will not be such an expensive 


out some weeks 


ago, 


window has. been 


matter if the windows are knocked out 
again. Partly boarded-up windows of this 
type are every where to be seef in London 
now. Some of them have much smaller 


glass sections and a bigger boarded-up part. 

“It is surprising how displaymen are get- 
ting the Christmas into their 
windows under the present handicaps. Win- 


atmosphere 


dows which were blown out three or four 
weeks ago are now back again, and Christ- 
mas displays are going in. These are cer- 
tainly exciting conditions for displaymen to 
work in, but in spite of it all window display 


marching Certainly bombs 
" stop it. 


Ve are happy to say that our office still 


2oes 


on. 


remains intact, apart from a couple of ceil- 

down, and shrapnel perforations in the 

We have much to be thankful for, be- 

there have been 

M s on all sides of our building within a 
of 150 yards.” 


many very heavy 


Lesage, in charge of display for the 
ston store of Marshall Field & Co., for- 


wards a letter received from FE. W. Grieve, 
display director for Harrods, London, from 
which the following is quoted: 

“Thank you very much for your letter and 
your concern for us here in England. I’m 
afraid, however, that reports are very much 


exaggerated and sound worse to anyone not 


on the spot. I can honestly say I have 
scarcely had any sleep disturbed since the 
‘blitz’ began! Nobody worries very much, 
as all realize it is only a matter of time 
till the news will be very different.” 
A. R. Guinn Wins 
Swansdown Contest 

First prize in the display contest spon- 
sored by The House of Swansdown, New 
York City, has been awarded to A. R. Guinn, 


Reiner’s Department Store, Steubenville, 
Ohio. Second and third places went, respec- 
tively, to Richard A. Staines, Vandever Dry 
Goods Company, Tulsa, and Arthur Furin, 


Miller’s, Inc., Knoxville. 


Korrect-Way Distributors 
Hold Annual Meeting 

Some sixty-five distributors and salesmen 
of Korrect-Way Display Products met Sat- 
urday, January 4, at Korrect-Way’s factory 


and showrooms in St. Louis for their an- 
nual sales conference. Saturday morning 
was spent in discussing the new line of 
mannequins, metal, plastic, and wood fix- 
tures, chrome furniture, and the like. After 
luncheon the Borden & Busse film “The 
Autopsy of a Lost Sale” was shown. The 


meeting rounded out with a 


Korrect-Way’'s 


atternoon Was 


discussion ot new promo- 


tional material, the advertising program for 


1941, and further reference to the new line. 
Dinner and a floor show at the Hotel 
Chase brought the day to a close. Sunday 
was devoted to a discussion of the 1941 
sales program, followed by personally con- 
ducted tours through the big factory. 
George Rowland Joins 
Gardner Displays 
W. M. Gardner, president, Gardner Dis- 
plays Company of Pittsburgh and Detroit, 
has announced the appointment of George 
M. Rowland, Jr., as vice-president of the 


company's New York City office at 16 West 


6Olst street. Rowland will retain his duties 
as manager of the Gardner Bank Display 
Service, Pittsburgh, and will add the han- 


dling of sales of quantity displays to na- 
tional advertisers for the Toyad Corpora- 


will also con- 
the New York 


for exhibit dis- 


tion, a Gardner afhliate. He 
tact 
and 


industrial accounts in 


New 


plays. 


England territory 
Rowland 
representative for 


formerly Pennsyl- 


the 


was 
vania Rodney E. 


Boone organization. 


Bulkley, Dunton 
Adds Holtz 
Formerly 
dicate of New York and Creative Displays, 
Inc., Chicago, Stan Holtz has joined the dis- 
play division of Bulkley, Dunton & Co., 295 
Madison avenue, New York City, under the 

direction of John Wilson. 


with the Window Display Syn- 
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Machine=Written Cards 
Can Have Sparkle. Too 


We have been experimenting with our 
card-writing machine in an attempt to pro- 
duce work that will have more of the zip 
and sparkle of the hand-lettered poster. We 
believe we have had some measure of suc- 
cess in our “laboratory 
by the cards pictured here. 


as much, for the method is explained in the 


work,” as evidenced 
Anyone can do 


following. 

While it is true that we 
ideas in regard to color, design, and general 
think we are 


all have different 


treatment of show cards, I 
agreed that they are an indispensable factor 
in display. As a matter of fact, the writer 
has been studying the subject of show cards 
very seriously since entering the field of dis- 
play a few years ago. We that all of 
the and fundamental principles con- 
ducive to good card writing is pretty well 


feel 


basic 
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By EUGENE TURNER 
Zachry's, Atlanta 


known to us all and need not be reiterated 
would like to discuss the 
importance of the many other little novel 
treatments — plus individual technique and 
ingenuitvy—which when added to these basic 
rules make cards more outstanding. And 
furthermore, we want to explain how they 
applied to cards turned out by the 


here. Rather, we 


can be 
card-writing machine. 

A direct survey would probably show that 
in almost every case, card-writing machines 
were sold to retail display departments on 
the sales point of time-saving; judging from 
the “hit methods by which most 
of them that 
operators were grossly over-sold on this fea- 
ture. While we would never attempt to rate 
the possibilities of these little machines be- 


and run” 


are used it would seem most 


vond the dexterity of human hands, I do be- 
— if 
\O = 
ack 
Ge, 
; 
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lieve that a little more time and_ practic: 
research will reveal a much greater range \ 
possibilities for the card-writing machi 
than is now apparent. 

For example, we have found that we c: 
get many very novel and unusual effects o 
our machine-written cards by using meta 
newspaper cuts and engravings selected fro: 
store advertising. These are mounted on 
wooden blocks to conform to standard typ 
height. Notice how effectively, for instance, 
the handsome little fashion figure dressed i: 
stripes puts over the idea in the “Stripes” 
card. Note, the feeling and human 
interest the genial little tailor adds to his 
story of “Bench Made Suits.” Look at th 
the humorous, sweltering little fel 


also, 


punch 


low, hounded by the dog days of summer, 


[ Continued on page 15] 
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PREMIER PERFORMANCE \\ 
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DISPLAY MATERIALS 


CATALOG 


SPECIAL ARRANGEMENT 
WITH 


WALT DISNEY 
PRODUCTIONS 
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§. SEND FOR YOUR COPY TODAY 

' THE REYBURN MFG. CO., INC. 
FEATURING ALSO— '  ALLEGHENY AVE. AT 39nd ST. 
Ama) | PHILADELPHIA, PA. 
* FASCINATING DISPLAY UNITS ' SEND AT ONCE MY FREE COPY OF YOUR NEW SPRING AND 
* EXCITING NEW EASTER NUMBERS ; SUMMER DISPLAY MATERIALS CATALOG. 

q * TIMELY PATRIOTIC PRINTS : ‘NAME 
| oF * TWO NEW ALL-OVER DESIGNS 


q * A BRILLIANT NEW AWNING | ADDRESS : 
Su) es © «* AND OTHER NEW ITEMS OF DISPLAY INTEREST ' CITY STATE = 
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Flements Of Display 


Now we are ready to take up some of the 
little technicalities which make or mar a 
First we will deal with “How to 
display piece goods.” 

1. Be sure, always, to show the right side 
of the material. Fabrics are either folded 
in half or rolled full width on bolts. 

2. Putting material on a form. (a) Pin 
folded materials. (b) Take the material at 
about the center and put it over the right 
shoulder and under the left arm of the form. 
Pin the material at the waist. (c) Take an- 
other piece of material and pin it on the 
form in the manner; only place it 
slightly lower than the first place. Be sure 
to make rosettes at the spot where the mate- 
rial is pinned. (d) Take the two pieces on 
the left shoulder; drape one piece gracefully 
to the side wall. Make a rosette to cover 
the pin. Pull the other piece, tightly draped, 
to the floor. Puff the excess material on 
the floor. (e) Take the other two pieces, 
which were pinned under the arm; drape 
one gracefully and pin it, at about eye level, 
to the background. Make rosette to cover 
that pin, also. Take the other piece and pull 
it tightly to the floor. Fold it and pin to 
the floor, puffing the excess material. 

3. Putting the material on a top. (a) Be- 
fore pinning the material either to a drape 
top or large T-top, leave enough material 
to drape gracefully and to be pinned to the 
side wall or to the floor in folds. Pull the 
material tightly. Puff the excess material. 
(b) Take the rest of the material and loop 
it to whatever length desired and pin it 
again to the top. This may be done with 
two, three, or four pieces of material. (c) 
Drape the material from the right hand side 
of the top either to the background, side 
wall, or floor. Rosettes should be made at 
the points where the material is pinned to 
the tops. 

4. In order to display more material in 
windows, full bolts either may be stacked 
or arranged in an artistic manner on the 
floor. One other thing which may be done 
is to puff another piece or two, either in a 
straight or curved manner, on the floor. 


display. 


Same 


5. To add to piece goods displays, use 
magazines, 
notions on the 


patterns, or a_ small 
amount of floor. This is 
known as combining related items with the 
principal item shown. 

Next we come to “How to display a coat, 
suit, and 
garment stand.” 

1. Be sure that all merchandise 1s_thor- 
oughly pressed. 

2. Slip the dress over the top of the form 
It is a 
good practice to use a garment which is the 
same size as the form. However, there may 
be times when this is not possible; then 
you simply take the slack up in the back of 
the form, folding the garment over neatly 
and pinning it so it will stay. 

3. Adjust the top of the form to the de- 
A garment stand is normally 
adjusted from 


fashion 


dress or lingerie on a form or 


or place the coat around the form. 


sired height. 
36 inches high and can be 


By JOSEPH APOLINSKY 
Loveman, Joseph & Loeb, Birmingham 


36 inches to 72 inches. It has a curved top 
which allows the dress to hang very grace- 
fully. 

4. There is a board attachment which fits 
into the waist line of the dress. Hang the 
garment on the top, letting it all hang to the 
front of the board. 

5. Draw the garment tightly around the 
board, pinning all of the slack very neatly 
behind. Be sure the garment is perfectly 
centered. 

6. Take the sleeve at the arm-pit and 
draw it to the back of the garment, pinning 
it to the back so it will hang perfectly 
straight down. Be sure that one sleeve does 
not hang in or out any more than the other. 

7. Place the stands in the window. Start 
low at the front of the glass and elevate as 
you go to the back. You may allow gar- 
ments on low stands at the front of the dis- 
play to lay on the floor, but do not permit 
garments on the higher stands to touch the 
floor. 

Slacks and pajamas can be handled in the 
same manner as dresses or coats. Simply 
put the top part on first, and then hang the 
trousers at the proper waist line. Pin all 
the slack to the back of the board. 
to adjust the sleeves properly. 

Be sure that all of the various types of 
garments mentioned are draped slightly at 
the waist line. 

Housecoats can also be handled on gar- 
ment stands and forms. 

Gowns and slips are handled in a slightly 
different manner because they do not have 


Be sure 


sleeves. The shoulder straps on slips may 
be drawn up at the top, to eliminate slack, 
and pinned at the loop to the top. (Straps 
on brassieres and undergarments are han- 
dled in the same way.) With this exception, 
gowns and slips are handled in the same 
manner as dresses. 

DISPLAY BACKGROUNDS. | The pri- 
mary purposes of the background in a show 
window is to set off the merchandise dis- 
played. Never make the background so at- 
tractive that it will detract from the mer- 
chandise shown. Backgrounds are intended 
to carry the atmosphere for the merchandise. 
For instance, in the spring, backgrounds fea- 
turing pastel shades are most appropriate. 
They can be made with paints, papers, and 
dozens of other materials. There are also 
artificial flower sprays which are particu- 
larly appropriate for the season mentioned. 

For summer, there are palms, bamboo 
poles of various lengths and widths, fish net 
material, and papers in summery designs. 
For fall, winter, and Christmas there are 
likewise materials appropriate to the season. 

A simpler and less expensive method of 








This is the fourth article by Joseph 
Apolinsky on “Elements of Display.” 
The fifth of the series of six will 
appear in the February issue. 








obtaining window backgrounds is to bui/d 
panels in various shapes and sizes and either 
paint them with water color, suitable for 
the time of year, or use fancy papers or it 

expensive materials to finish the panel 

These can be changed very simply from 
time to time for different effects. Curtai 

of various types should also be mention: 

as background factors. 

A more recent trend has been the use 
letters on the background. The story and 
price of the merchandise shown can be en 
phasized by making a large panel and tack 
ing the letters on it, or—if you can letter 
simply paint your story on the background. 

There have been many trends in back 
grounds in recent years, or since the crepe 
paper era. There have been various adapta 
tions of modernism, futurism, surrealism, 
Swedish moderne, and background ideas 
which have crept in from European coun- 
tries. 

To decorate panels, one can use 
tapes in contrasting or blending 
stretched in straight lines to suit one’s fancy. 
There are many ideas in paper tapes which 
one may use for ornamenting panels. If 
possible, sprays of artificial flowers, in keep 
ing with the season, can also be tacked onto 
the panels. 

“Show Cards, Signs, and Price Tickets” 
will be the lead-off subject for next month’s 
article, and just to pass the time until then 
you might think over these ten rules laid 
down by a Detroit department store for its 
sign shop. The store offers $1 prize for each 
infraction discovered. 

1. The words “imperfect” or 
should be mentioned on price tickets where 
merchandise of that classification is on sale 

2. Watch out for incorrect spelling. 

3. If comparative values are mentioned 
on the price card, see that they actually are 
there. 

4. Conform to advertising. 

5. Signs should always mention whether 
the merchandise is priced at so much each, 
vard, dozen, set, and so forth. 

6. Signs must conform to merchandise in 
value, price description. 

7. Signs must cover all merchandise on 
counters or tables. 

8. Signs should agree with price tags or 
merchandise. 

9. Both sides of cards must agree as to 
price, description, and value, if merchandise 
is the same. 

10. The blame for violation of other rules 
is put on the department that accepts the 
card and not upon the sign writer. 


twill 
colors, 


“seconds” 


Pichenot Joins 
Oppenheim Collins 

Robert Pichenot has been appointed dis 
play director of Oppenheim Collins Com 
pany, New York City. He has been a spe- 
cialist in designing and building window 
displays for many leading Fifth avenue 


shops. 
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Buy Rubberlite Children’s 
Mannequins and you have 
real American kids . . . kids 
that look natural... kids 
that wear their clothes as children really do 
wear them, and assume postures that children 
really do. That’s what you want, isn’t it. 





But that isn’t all. Durable Mannequins can stand 
all you give ’em! Cast in genuine Rubberlite 
and vulcanized at terrific temperatures it 
becomes a medium that simply can’t warp, 
crack, or shrink. There’s no safe substitute for 
all the things Rubberlite offers! 

Men’s, Women’s, Boys’, Girls’ and Kiddies’ all 
are available in genuine Rubberlite. 


Write for photographs with prices— or ask to 
have one of our salesmen call. 
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DURABLE DISPLAYS, INC. 


CHICAGO: 2010-2018 S. Halsted St. NEW YORK: 4 W. 37th St. 
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Valentine’s Day Variations 
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—From St. Nicholas to St. Valentine is not a wide gap for the displayman. 
No sooner than the first and major promotion is over than it is time to 
think of a new year and the minor promotion of Valentine's day. At least 
this subject dramatizes easily and can be handled in many different ways. 
Here six displaymen show how they cover this promotion; each window 
was very resultful. . . . Upper left, by William Arinow, Shillito's, Cincin- 











nati. . . . Center left, by Louis A. Banks, The Hecht Company, Washing- 

ton. . . . Lower left, by Del Heizer, Mabley & Carew, Cincinnati... . 

Upper right, by Paul West, Abramson's Department Store, Flushing, L. I. 

. . . Right center, by Joseph Apolinsky, Loveman, Joseph & Loeb, Birming- 

ham. ... Lower right, by Joseph F. Bronsing, Bry-Block Mercantile Com- 
pany, Memphis— 
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y SHOW WINDOW LIGHTING UNITS 









Display goods under compelling. realistic fluorescent light with 
X-Ray units. Three-foot and five-foot lamps used in polished 
Alzak reflectors. 


Please write for your copy of descriptive folder. 


CURTIS LIGHTING, INC. 


J 1123 WEST JACKSON BLVD. CHICAGO 




















SINCE 1897 


when Curtis developed 





the silver mirror X-Ray 
reflector, the Curtis name 
has been a mark of guar- 
anteed quality and per- 
formance in’ show” win- 


dow lighting equipment. 
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By De SAULT === 











—Present-day selling calls for the display of 
much merchandise within the store. This re- 
quires fixtures-—tables, counters, and shelving— 
so designed that they show the maximum 
amount of goods. One such table is pictured 
at the right. It is an interesting combination 
of steps and shelving, with display space on 
all four sides— 





—At the left is a post decoration for use in 
promoting the sale of homewares during early 
spring furniture sales. A simple box-type 
house surrounds the post and is mounted on 
| an oblong platform that forms the base for a 
| sign. The platform is edged with a tiny picket 
/ fence that adds a very clever touch to this 
original idea. Carrying things a step further, 
a the house can be lighted from within— 








—Below is a modernistic design for a shelving unit, especially well suited 

for individualizing some certain department. The large panel in the 

center serves as the background for displays of merchandise—either 

mounted on the panel or built up on the lower shelf. Posters or signs can 

also be used on the panel. The whole unit is especially well suited for 
“sight selling''— 





9 


—Pictured above is a _ unit 
which might be termed ‘'Val- 
entine Square" for the promo- 
/ ae tion which comes in February. 
| This can be used for many 
= kinds of merchandise, ranging 

| from actual valentines to can- 

| 

| 








dies. If desirable, the unit 
can be constructed around a 








post— 
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Now Ready 


SEND FOR YOUR COPY 


Distributors of 





Sone — ali. 
T HE Dutable FOIL 
A Wide Range of Colors, 
Weights and Embossings 








FURNISH US YOUR SHEET REQUIREMENTS 
We Specialize in 
Odd Sizes for Posters, Signs, Panels and Valances 
Over 30 Well Styled Colors Always in Stock 











COY, DISBROW & CO., INC. 


686 GREENWICH ST. 
NEW YORK CITY 


2 3 Sa 8 2 
Fa<s 2? TF 


National Distributors 


of 
NoSeam 


107” The Original Seamless Display Paper 4,” 


Send for our New Color Chart — Note New Pale Color Group 
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Here And Ihere 


\dvertising campaigns are just as neces - 
sary in winning a war as in winning new cZei2owe 
customers. It is through the constant re 
minder of radio, window display, and pub 
lication advertising that sales ideas are put 
across to the consumer, and war propaganda 
for home consumption is no exception. Con 
sequently the British Ministry of Infor 
mation has embarked on just such a drive 
Included in the campaign are numerous 
window displays, released at regular in 
tervals, with blow-ups and photographs 
furnished by the bureau to retail display 
men who then create their own displays as 


they deem best. 





Qne angle of the campaign its to boost 
the various fighting forces, and various dis 
plays feature the navy, the Royal Air Force, 
the army, and the merchant navy; others 
stress the importance of the factory worket 
and the ordinary citizen; still others are 
built around New Zealand, Canada, Aus 
tralia, and the other “Pillars of Empire” 
which are aiding the mother country. Of 
equal importance are those displays ap 
pealing to the citizen to help additionally 
by saving food, waste materials, and so on 

reminiscent of the posters which appeared 
in the United States during the first World 
war, with their appeals to save peach pits for 
gas masks and to conserve on wheat and 


sugar. 





Pwo types of these propaganda displays 
are pictured here. The first has for it’s 
theme “The R.A.F. ‘Goes to it!” The 
focus of interest is on the huge bombet 
above the map of Europe—the — plane’s 
shadow talling significantly on Germany 
Three photographs at the lower left of the 
display show British aviators “Back from 


the job at Dover.” A photomontage appears LIP HOUSEWIVES ! 


at the right, showing typical aviation scenes é 


including a crumpled German plane al AND AT FM he: 
we 


ready on the ground and another falling 
in flames. The card copy reads: “By its ' ee wee 
continuous bombing raids over enemy tet 


tory, the R.A.F. is) playing havoc with 


1 


: 
Hitler's war machine and is undermining 





the morale of his people.” 
“Up Housewives and at ‘em’!” is_ the 
slogan for the other display, with its request 





for conservation of waste material. It con 
tinues: “Waste paper—is used for ammu- 
nition and other vital needs ;” “Waste metal 

it makes tanks, guns, ships; ‘Waste 


daLuzZ de ie \,& ] 
* \ : bones—they make glue for aircraft!" Photo- 
EDISON graphs show various organizations collect 
. ing scrap material, and its conversion into 
war supplies. 
( From our neighbor to the south come 
‘} these two displays, created by the display 
THOM sN . ) : ae ; staff of E. Wilhelm \ Cia., Cachoeira, Rio 
Q — Grande do Sul, Brazil. rhe accompanying 
letter reads: “We take the liberty of sending 
you photographs in our section of Edison's 


EDISON 





lamps Mazda. This we do as a proof of 


— = ge fo 6 eo 4 Ue ee or ame 





the satisfaction we feel in being a subscriber 
to your esteemed review, which we are glad 
to say arrives punctually and gives us much 
food for thought in all that pertains to ex- 
positions, propaganda, novelties, and so 
forth.” 


=» 
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A D E M is an association of 

the country's leading 
designers and manufacturers of display 
equipment, formed for the purpose of 
offering you every assistance in planning 
your display problems and executing your 
individual requirements. 


Cooperatively Organized 


for 


BETTER SERVICE! 


A DE Mcombines all branches of the dis- 
play industry. Included are leading man- 
ufacturers of metal, wood, glass and 
plastic fixtures. Also creators of display 
forms, mannequins, backgrounds, deco- 
rative sculpture and every other conceiv- 
able type of service essential to better 
window and interior displays. 


Let A D E M Solve Your Next Display Problem 


ASSOCIATED DISPLAY EQUIPMENT MANUFACTURERS 
949 Broadway, New York, N. Y. 
ALGONQUIN 4-7925 
































Name 


Columbus Coated Fabrics Corporation 
Dept. D-11, Columbus, Ohio 


Rush folder showing Sample Swatches of Satin-Glo Bro- 
cade in full range of colors. 





Address 
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Trends In Shoe Display 


The past has seen some 
rather amazing developments in display in 
general, but perhaps startling 
than the change in the display of footwear. 
From cumbersome, overburdened windows 

in which file file of 
the shopper to remember one particular style 
after the window— 
presentations progressed to 
the clean, airy, attention-arresting windows 
today. It is true that 
some trace of the old-fashioned shoe display 
still remains in spots, notably the 
communities, but on the whole the improve- 


quarter-century 


none more 


after shoes challenged 


two minutes leaving 


footwear have 
found so frequently 


smaller 


ment is pretty general 

Always a difficult problem for the display- 
presented in 
four 


man, shoes are now being 


For example, these 
eighteen, 


fewer quantities. 


displays show only _ forty-eight, 
fifty-six, and thirty-four shoes, respectively 

and the treatment is that the win- 
dow containing the most shoes (upper right) 
the slightest of 


The shopper has time to look at 


such 


has not appearance being 
crowded. 
the entire display without being confused by 


a multitude of objects. 


HED CROSS 5 
WEEN 


lj 
I 


Other noticeable trends in footwear win- 
dows is the use of novelty, “tricky” settings, 
the use of mannequins to show the footwear 
in actual use, and atmosphere—created de- 
liberately through more emphasis on back- 
grounds, panels, and the like. 

The displays pictured here are good ex- 
amples of modern windows, em- 
bodying all the elements mentioned above. 
The first one, at the upper left, is by Joseph 
Apolinsky, Loveman, Joseph & Loeb, Bir- 
mingham. Novelty is introduced by the “bill 
board’-like background panel with the femi- 
nine figure, the price, and the words “Red 
Cross Shoe Week” outlined in neon tubing. 
A border of artificial tulips ran across the 
base of the “bill board,” and the floor was 


footwear 


carpeted with grass mats. 
\t the lower left is a window by John W. 


—Upper left, by Joseph Apolinsky, Love- 
man, Joseph & Loeb, Birmingham. . . . Lower 
left, by John W. Tarpey, De Jong's, Evans- 
ville. . . . Upper right, by J. E. Vent, Rike- 
Kumler Company, Dayton. . . . Lower right, 
by S. P. Thompson, Nordstrom's, Seattle— 


Tarpey, De Jong’s, Inc., Evansville. Th 
mannequin makes the display more natura 
just as some of the old masters introduce 
human figures into a landscape painting t 
give life to the composition. Only a fe\ 
sprays of dogwood are used for decoration 
but these, combined with the lighting, giv: 
a definite atmosphere of spring to the win 
dow. 

At the upper right is a display by J. F 
Vent, Rike-Kumler Company, Dayton. The 
background was finished in a shade of coral 
the done in light green. The 
birch tree was of natural wood, bu 
the artificial. The rustic 
ting appeals to the urge to get out of door 
which comes each springtime, and the man 


fence 
trunk 
were 


with 


leaves set 


nequin adds interest and naturalness to th 
entire setting. 

For “Frogskin” shoes, SS: We 
Nordstrom's, Seattle, created a very realist 
swamp In describing this display, 
Thompson says: “To lend a natural atmos 
phere to this window, I built toadstools- 
the largest 36 inches high and 30 inches it 

[Continued on page 45] 


Thompson 


scene, 
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Se ee oe ooo OUTTA UULMUUMUU MUU MILALMUURILRIIH ULLAL UA UUM UMRAO 


10th ANNIVERSARY 
W. M. ZEPPEN-FIELD STUDIOS 


CREATORS AND DESIGNERS OF 


HOLLYWOOD MANNEQUINS 


In this, our Tenth Year of service—we are proud to present entirely dif- 
ferent and exciting versions of the Hollywood Mannequin. The finest in 
America—and in the tempo of the day, offer you the studied perfection 
of custom-built figures, modeled from life, styled and executed with the 


skill for which our Studios are renowned. 





FEATURING:—Removable and interchangeable Real Hair and Horsehair 
Wigs, either ventilated or non-ventilated — and new interchangeable 
arms which will extend the arrangement possibilities of every figure to 


legion. 


ZEPPEN-FIELD creations include Ladies, Men, Junior Misses, Prep Boys, 


Children, and a marvelous new line of plastic display furniture that will 









complement and heighten the dramatic effectiveness of these truly out- 
standing mannequins. All figures are obtainable in either rigid or 


flexible versions. 


Write or Wire For Further Information or Photos 










CHICAGO SHOWROOM 
Midwestern States 


Representative 
sameecuaaaiea W. M. ZEPPEN-FIELD STUDIOS 


209 So. State St. 1057 NORTH LA BREA AVE. 
Chicago, Illinois HOLLYWOOD, CALIFORNIA 


Production Studios & Showroom 
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Point-of-Sale Gallery... | ° 


OF NATIONAL DISPLAYS =i: «&§ c. 


beat 








Aro 

—tThe use of a wooden heac- ~ 
piece in Colonial design adds E 
interest to Heinz de luxe bein 
electric soup kitchens. The sha¢ 
headpiece is of oak finished ligh 
in copper, with decorative of b 
copper metal strips and nail- whe 
heads. It was designed and le 
made by Kay Displays, Inc., - 
New York City— a 

—A miniature saddle, wood, less 


and an actual snaffle bit j 
combine to make this clever 
display unit for Hiram Walk N 
er's ‘Meadow Brook" bour- 
bon. The snaffle bit not only 
adds decoration to the dis- 
play but makes the bottle 
theft-proof— ai 


used 


inje 


—The use of a brass com- 
pass as a backbar unit, sus- 


pended from an anchor, sug- prin 


gests that Canadian Club . chin 
whiskey has its friends in cons 
every part of the world. The thes 
display is distributed by the 

Hiram Walker, Inc.— vers 
—"One-A-Day" brand vita- cuts 
min tablets by Miles Labora- “Au 
tories, Inc., are displayed in aD 
this unit which gets the ac- tran 


tual tins and bottles out on 
the counter for easy inspec- 
tion. Created and _litho- 
graphed in full color by The 
Forbes Lithograph Company, 


cut 

simi 

in tl 
“4 


pay \ ONE ‘ DAY 








— a nil Boston— with 
patna } Ph “ « : —The Richard Hudnut dis- aneE 
' play piece is a colorful com as Si 
panion to a similar theme a tr 
used for window display. ric § 
Reproduced in nine print- itsel 
ings, it is designed to show liker 
actual merchandise. Created “pur 
by Richard Hudnut and lith- ie 
ographed by Oberly & New- Mi 
| ell Lithograph Corporation, — 
New York City— relic 
| —Lovely hands form the eye- card 
| , ‘ stopping focal point in the Fi 
"ON EVAP Opa nye! , a Chamberlain's hand lotion tanc 
ANTI-FREE7 display; copy is purposely little 
E Fe kept at a minimum. De- j of t 
; signed and produced by & M 
Forbes— the 
| —This Larus & Brothers dis- q all 
play for Edgeworth pipe to natu 
bacco has great virility and iid 
masculine appeal for a man's si6ig 
product. The two packages ll 
| are easily seen. Designed _U: 
| and reproduced in full color a Iron 
by Einson-Freeman Company tie | 
Inc., Long Island City— For 
—This vigorous and lively vert: 
ae 0 display with its atmosphere y both 
; Me ; of genial good will an : W 
— , 3 re ; 2 rp iting Does Ty ‘ nounces in simple terms a new card 
y Nee 4a ee 44 Miyy EJop ps anti-freeze product, Zerex 9 i 
Fawr ae ie = *” Lowe Designed and produced for 3 
: DuPont by Ketterlinus, Phila mn 
delphia— @ thin; 
7 
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TRENDS IN SHOE DISPLAY 
[Continued from page 42] 
diameter—of plasterer’s wire and builder's 
felt paper. These were colored light gray, 
cream, and tan. Back of the toadstools, on 
a light blue paneled background, was paint- 
ed a swamp scene with lush ferns. On the 
floor we placed a large mirror, off center, 
bearing seven lily pads in natural colors. 
Around the mirror we placed rocks and log 

moss. 

“Four Jumbo frogs were used, the largest 
being about 14 inches long, painted = in 
shades of green, cream, and black. The 
lighting effect was obtained with two shades 
of blue and two amber, with a 400-watt color 
wheel in the center changing the lighting 
six times a minute... . In all, this window 
made a very pleasant setting for the promo- 
Need- 


less to say, this window sold footwear.” 


tion of genuine “Frogskin” shoes. 


MACHINE-WRITTEN CARDS CAN 
HAVE SPARKLE, TOO 
[Continued from page 32] 

injects into the story of 
Weaves.” 

The appliqued cutout has long been widely 
used to dramatize show cards, but actually 
printing them on the card by the usual ma- 
We check our ads 


constantly in order to add to our cabinet of 


“Cool Dixie 


chine 1s something else. 


these little figures, which are selected on 
the basis of simplicity, appropriateness, and 
versatility. We also watch for other good 
cuts, such as the leaf motif as used in the 
“Autumn Tones” card. This prints like 
a halftone, over which we spray natural 
transparent colors with the air brush. This 
cut was used many times by us this fall. A 
similar example is the holly wreath cut used 
in the “Lounge Wear” card. 

“Catchy” cuts are always in great demand 
with us for use in our card writing equip- 
ment. An example is the word “Shagland,” 
as seen in the card at the top right. This is 
a trade name for a very popular rough fab- 
ric stocked by our store this season; the cut 
itself is in bold face and prints a very good 
likeness of the weave of the fabric. Similar 
“punchy” words appearing on these cards 
are “Stripes,” “Weather Beater,” and “Good 
Mixers.” We find that these type variations 
relieve monotony in our machine-made 
cards, just as in the hand-lettered poster. 

Finally, but by no means least in impor- 
tance, we would call your attention to the 
little trumpeter cuts which appear on most 
of these cards. We feature Hart Schaffner 
& Marx apparel, for which the trumpeter is 
the familiar symbol. We use it on almost 
all of our cards for two reasons: one is, 
naturally, to capitalize on the national ad- 
vertising behind it; the other is to identify 
our store. 

Using this system of “pepped up” cards 
from a machine, we also find it possible to 
tie in our show cards with newspaper ads. 
For instance, one can mount the entire ad- 
vertising engraving and run off cards for 
both windows and interior. 

We suggest that all of you who operate 
card-writing machines experiment a_ bit; 
Place them in the hands of skilled operators, 
and encourage them to try some of the 
things mentioned here, plus some hand-let- 
tering and other little human touches. 
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a 
HANDFU 


EFFICI 
DISPLAY AER! 


‘Toeredd well-equipped display and sign man 
should have this efficient combination— 
Hansen one-hand Tacker and Vest-Kit — for 
faster, neater display and sign work. 


Hansen Vest-Kit. Packed 1,000 
staples per Kit, 5 Kits per box 
of 5,000 staples. 










Keep Tacker going with a ready, steady supply of 
staples from Vest-Kit—near as vest pocket. Kit is of 
special design for quick, easy removal of staples. 


This Hansen Tacker-and-Kit combination are a 
"handful of efficiency’. Send your order. 


A.L. HANSEN MFG. CO. 





5041 Ravenswood Avenue CHICAGO, ILL 





















PAPIER MACHE MANNEQUINS 


DISTINCTIVE -- STRONG -- FEATHERWEIGHT 
Beautifully Sculptured—Every Detail Retained 


(With or Without Flexible Waist) 


The fine horsehair wigs styled in the latest coiffeurs by our experienced 
stylist. 


Already placed in the leading stores in the country who (we boast) have praised our work 
highly. . . . The payoff—priced at half of what you have to pay elsewhere. 


AMERICAN MODEL FORM COMPANY, INC. 


120-26 WOOSTER STREET Phone Canal 6-7932 NEW YORK, N. Y. 


Mannequins (Papier Mache or Composition) 
Manufacturers Models . . . Display Forms 





All Merchandise Guaranteed by a Reputation a Quarter of a Century 
of High Quality Manufacturing 











—NOTICE— 


All infringements of U. S. Patent No. 2218740 by 
processors or vendors of imitation tree bark (or 
Textilbark) will be duly prosecuted for said 
violation. . 
(Signed) TURN-IT-DISPLAYS 
Minneapolis, Minn. 


R. C. Ware. 


A. G. Seaman & Co. Inc. 


MFRS. OF MODERN DISPLAYS 
Forms, Fixtures and Mannequins 


CATALOGS ON REQUEST 
31 West 34th St., New York 
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COLOR ON STATE STREET 
[Continued from page 5] 
with wanderlust literature spotted here an 
there throughout the set. 

Outstanding among the many linen di: 
plays is a January white goods promotio 
conceived by William Cahill, display mar 
ager of Goldblatt Brothers’ store at Stat 
and Van Buren. Two white shadow-bo 
frames are set up to form a triangular floo 
space before them, where a poster announce 
the January sale. The display units, treate 
in identical manner, have four open shelve 
which are seen through wall board cutout 
in a periwinkle shade bearing all-over wall 
paper effect designs. Assortments of towel 
tied in ribboned stacks line the shelve 
and are silhouetted against a blue indirec¢ 
light. Dark red metal foil streamers, let 
tered in white, repeat the reminder of the 
sale as they stretch diagonally across the 
outer corners of the picture frames. 

“You'll Like These Fun-to-Wear Play 
Clothes” predicts a hand-lettered poster in 
an inspired window on the front side of the 
newly remodeled Fair. Display Manager 
Paul Wertz has gathered sufficient atmos 
phere to convince even the most unimagina 
tive that a sun-dotted island would be an 
ideal spot on which to spend the month of 
January. There’s a luscious green grass plot 
beset with a pair of palm trees in a graceful 
embrace, their jointed telescopic trunks in 
geniously fashioned of cork . . . gay little 
arm baskets and an umbrella hat of rainbow 
hues ... shuffle board sticks from a passing 
ship... a pirate’s spy glass and snarls ot 
seaweed. In the midst of this and aug: 
mented by scarfs and beads and yards of 
fishnet sits “Panama Hattie” or perhaps 
some other tropical gal; standing about are 
three of her playmates all set for outdoor 
fun. 

Les Barofsky, display head at Morris B 
Sachs, turns in a splendid window ...a 
tableau captioned “Down Where the Trade 
Winds Blow.” <A sturdy little stuffed bull, 
wide-eyed and covered with haircloth, fol- 
lows in “Ferdinand’s’” footsteps, smells a 
daisy and wears flowers round his neck and 
braided into his tail as he stands between 
the traces of a little white cart. Riding 
behind him is a coated mannequin beneath 
a gala wooden awning, basket-woven of red, 
vellow, and green strips and festooned with 
strings of bright gourds and peppers. Bam 
boo-type supports and a_ thriving artificial 
cactus plant in a white tub are convincing 
notes. A second model in a sports coat and 
a suit shown on a floor standard complete 
the exhibit. The window is pictured on this 
page. 

Display Director Arthur Fraser, Marshall 
Field & Co., does a series of rhythmic 
Southern-minded windows all along the 
store’s State street frontage, using circular 
basket-weave trays of various sizes and a 
generous supply of palm fronds mounted 
against moire panels for his background ef 
fects. The tray motif repeated on the floor 
of the window shown here makes an inter 
esting exhibit piece for a group of costume 
accessories for the sunny-day sports togs 
worn by the trio of models. 


—Top, by Paul Wertz, The Fair. . . . Center, 
by Les Borofsky, Morris B. Sachs. . . . Left, by 
Arthur Fraser, Marshall Field & Co.— 
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FOR BETTER DISPLAYS with 


President’s Birthday Ball—January 
30. 
Groundhog Day—February 2. 
: National Boy Scout Week—Febru- 





{ ary 7-13. If? 

; ng ingle sedan CY, ee 

eC Washington’s Birthday — February 

: a Sew And Save Week—Feb- THE SENSATIONAL NEW PLASTIC MATERIAL FOR PRODUCING 
t 

| Seer inpcieas DISPLAY SIGNS 


Girl Scout Week—March 12-18. RDINARY painted window or counter displays can NOW be replaced 
































; International Bowling Champion- with this amazing, THREE-DIMENSIONAL, PERMANENT METHOD. 
ships—March 13-April 28. Make these signs—Superior to those you are now using—yet LESS expen- 
' National Wild Life Restoration Week oe - eltaiaittaaie a 
' —March 16-22. a ee 5 
. St. Patrick’s Day—March 17. — — ee a Cc 
a Spring Begins—March 21. ee 
‘A Baseball Week—March 29-April 5. pranwanmenneneenaanedllitg 
: ; Klarion Merchandising Corp : 
a 17 West 45th St. N.Y.C. ' 
: New Toronto Showroom | PLEASE SEND: : 
.n For Miller's 5 | C) Cans of Stylo-Plastic—Colors - 
of : Miller’s Display Fixtures, Reg’d., with ' ENCLOSED FIND: . 
ot headquarters in Montreal, Canada, recently Gieiiteeede Genie wali ' . sly ls cs: . 
ul 3 moved their Toronto, Ont., branch office and Full Equipment and ! © Send Merchandise C.O.D. 
m . showrooms to more spacious and attractive te sien j Please send descriptive literature r 
le premises at 330 Adelaide street, West, in the : Wei ain : 
Ww heart of the city. The Montreal showrooms, 4 a ' 
1g as for the past eight years, remain at 1449 ini oe ware a Morel. eae ....Position. : 
ot St. Alexander street. Royal Blue Brown Yellow Ee PERT TeT a 
g- The firm started in business some seven- Light Green Purple ; OE ee ee _ ee - 
of ; teen years ago, at first selling a few lines L. sanaseeeeeeesessoneseeasand 
ps of hangers and gradually taking on metal 
re display items. For the past three years 
or Miller’s has been sole Canadian distributor 
for Korrect-Way Display Products. 3 PIECE 
B j [. Miller, who is sole owner, is in charge 
a of the Toronto branch. Faye Perminter is RATTAN 
de general sales and office manager, and L. 
11, Propus is head salesman. Others in the 
y1- : Toronto personnel include S. J. Barley, ENSEMBLE 
a Mark Kearns, and Anita Davis. At the Mon- 
nd treal head office are Ernest E. Buckingham, ; 
en head shipper for the past thirteen years ; This unusual fixture is ideal for those Sete nt See eee Avelishio with squme cs 
ng : Doreen Miller, im charge of aie and Philippine Pg table Rsegrore np a 5 ole Dualli hardwood. Tables are $16 50 
th ‘ bookkeeping, and Ann Borts. The firm’s 12 and 16” high with 12x12 tops. Priced at, for complete 3 piece unit, only.......... 
-d, Various representatives are: S. Miller, Mon- We manufacture a complete line of Rattan displays and furniture and carry a full stock of 
th : treal; N. E. Phinney, Vancouver, B. C.; bamboo, matting, blinds ond other tropical accessories. Consult us for your tropical display needs. 
n- ; Mark H. Danzker, Winnipeg, and C. Leon- AS ee ee ee 
ial ard Grant, Halifax. . T R O p j C S fa O p a Frente ona 
ng 3 nea 
nd — Cleveland Club Stages 
‘te | Christmas Party 
-_ ’ On Saturday night, December 21, the cd gd ee tian USE THE 
Cleveland Display Club entertained 275 Displays with and without Colorful Lighting, Pure 
os : members and guests at the organization's Ww Se ee es eee fee pine engl OPPORTUNITY 
annual Christmas party in the Allerton New York display. 
wl hotel. Thirty-seven club members worked ASS aiex order —.. EXCHANGE 
‘ on the decorations for the ball room under — yganufactured by FRIEDRICH & DIMMOCK 
= : the direction of Joel Copperman, Advertis- Factory: Millville, N. J. For any WANT AD purpose: 
ed 4 ing Display & Decorations, and a charming New York Representative: 7 E. 42nd St., New York 
f- ; Noel setting with an estimated commercial PORES Waa 
= ; value of $3,500 resulted. Included was a POSITION VACANT 
ia 2 foot ( hristmas tree on a turntable. 145 to 15] DISPLAY EQUIPMENT FOR SALE 
rhe entertainment consisted of twelve acts, 
Bs gitts for the ladies, bingo, dinner, and danc- W. 18th St. REPRESENTATIVES WANTED 
q ing. President Ed Osterland, William Tay- New York 
lor’s, opened the festivities with a short $2.00 Per Column Inch 
talk, ere CASH WITH ORDER 
4 Ten displaymen from Canton, Ohio, at- Catalogue “D 
tended the party. 














See 
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bennies Instead Of Dollars 


All too frequently unheralded and unsung 
the displayman in the smaller store o 
smaller community carries on in the face o 
handicaps which would dismay his mor 
fortunate brother who has a corps of assist 
ants and a substantial budget at his com 
mand. 

The “small town” displayman must pro 
duce good displays literally with pennies in 
stead of dollars. Expensive materials an 
equipment are simply out of the question 
And yet the windows and interior displays 
must be more than presentable and must sel! 
in the same way as those in metropolitat 
stores. 

The surprising thing is that “small town’ 
displaymen do such a relatively good job 
under these circumstances. But they do 
and many of their displays could be trans 
planted without change to well-known stores 
in large cities and be fully acceptable. Ex 
amples come readily to mind—a displayman 
with a chain store in Lansing, Mich., whose 
work is shown frequently in DISPLAY 
WORLD; others in Lincoln, Neb., and in 
many other communities of comparable pop 
ulations. 

The displayman whose typical windows 
are pictured at the left is Vid Rosner, M. 
Schachne & Sons, Chillicothe, Ohio. They 
illustrate how the same materials are made 
to serve again and again without becoming 





monotonous and how recourse can be had to 
simple lighting effects which give great 
punch to a window. 

Rosner came to this country in 1937 from 
Europe, “neither a refugee nor a ‘fifth col- 
umnist’,” as he explains. Although only 26 j Ass 
vears old, he has been in display since 1930. On 
Unable to speak a word of English when he ‘i 
landed, he was compelled to stay with rela- ciat 
tives in Chillicothe until he mastered the of 
language. Thus he eventually joined Schach- hav 
ne’s and began producing displays which are exer 
rightly regarded as outstanding for a city cide 
of 20,000. As regards display department in t 


expenses, Rosner writes: “Please consider poit 


that I do not have a budget, and the ex- ; nee 
penses for my department are very limited.” still 

An examination of the display photographs play 
bears this out. The first, entitled “Out- mitt 
standing Masterpieces by Formfit’” has the men 





background covered in a_ neutral colored 

fabric resembling monkscloth. The large ‘ He 
picture frame is backed with rust-colored Chi 
velvet against which the spotlighted figure , 
stands out in relief. The tapered frames on 

the walls hold miniature figures in a similar = 
treatment. The frames were in a shade of P = 
copper. . a 

Black fabric covered the background and W. 
side walls in the second display, and clever 
merchandise placement and lighting did the 
rest. 

The third window showed “Masterpieces 
of Silk,” in red, white, and blue. The gown 
is “a Vid Rosner original,” draped by the 
displayman—reminiscent of the past when a 
displayman had to be facile with bolts of 
cloth and a packet of pins. 

These displays have nothing in the way ot 
materials which the average “small town” 
displayman does not have access to; as for 
cost, it would have to be figured in “pennies 
instead of dollars.” 


incr 
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“WHITE AS SNOW” COATING — 


NOW SUPPLIED ON CRESCENT DISPLAY BLANKS 
AND ART POSTER BOARD 


CRESCENT 
» Cuablty 
BOARDS 


CHICAGO CARDBOARD COMPANY 


666 Washington Blvd............ Chicago, Illinois 


Fn Sale by Leading DVistuibodorr- 
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Association Modifies Policy 
On Sound In Displays 

The rigid rules of the Fifth Avenue Asso- 
ciation, New York City, as regards the use 
of sound in the displays of member stores 
have been modified. At a meeting of the 
executive committee in December it was de- 
cided that sound, like motion, has advanced 
in the art of window display technique to a 
point where it can be used in a way that 
need not be harmful to Fifth avenue. It is 
still advised, however, that plans for dis- 
plays involving sound and/or motion be sub- 
mitted to the association's display depart- 
ment for approval before installation. 

s 

Hermanson Reelected 


Chicago Club Head 


The regular monthly meeting of the Dis- 
play Sales Promotion Club of Chicago took 
place at the Hotel Sherman, January 6. A 
very spirited election was held, under the 
supervision of Carl Haecker, Montgomery 
Ward & Co., with the majority of the 1940 
incumbents being reelected. Among them 
were George Hermanson, Republic Stores 
Corporation, president; Perry Smith, Mont- 
gomery Ward & Co., first vice-president, and 
Harold Wilson, Horder’s, treasurer. 

Welman LeSage, Marshall Field & Co., 
Evanston, was elected secretary, and Gor- 
Brauer, Washington Shirt Company, 
Was named second vice-president. 

Villiam Cahill, Goldblatt’s State street 
store, who is director for the 1941 Inter- 
naiional Association of Display Men con- 


vention, announced that progress is being 
made on convention plans and that full 
committees covering the various activities 
would be announced soon. 

A talking motion picture of 
Fishing” was shown through the courtesy 


of H. N. Nagel, Eastern Air Lines. 


“Deep Sea 








In keeping with our policy of con- 
stantly increasing service to the field 
we serve, this month’s issue contains 
a new feature (pages 14 and 15) by 
Louis Gehring which will appear reg- 
ularly through 1941. Consisting of 
idea-sketches for display promotions, 
in future it will be slanted two months 
ahead instead of one. . . . “The Fashion- 
Vane,” by Francine Post, which made 
its appearance last month is still an- 
other DISPLAY WORLD service 
which has already evoked a surprising 
number of favorable comments from 
displaymen everywhere. .. . Combined 
with the monthly reports from New 
York City, Los Angeles, and Chicago, 
plus the sketches of De Sault and 
Scrogin, Frank Bingham’s column, 
I. A. D. M. news, various feature 
articles by leading displaymen, Tony 
Brinker’s “Display Parade,” and car- 
toons by Walt Wetterberg—we believe 
DISPLAY WORLD’s editorial con- 
tent is now more valuable and better 
balanced than at any time in its his- 
tory. 








Edgar Rosenthal 
Back On Job 


Absent trom his desk for more than two 
months due to an attack of pneumonia, 
Edgar Rosenthal recently returned to the 
offices of Greneker Studios, Inc., New York 
City, where he is vice-president. He spent 
considerable time at Miami Beach while 
convalescing. 


Campbell Joins 
Donenfeld's 


Bill Campbell, one of Ohio's youngest dis- 
playmen, recently took over the display man 
ager’s position at Donenfeld’s, Dayton. Fred 
Glander had been in charge of the specialty 
shop's display department for the past fif 
teen years. 


Displayman Kills 
Employer, Self 

After being discharged early in Decem- 
ber as displayman for the local Montgomery 
Ward & Co., Salina, Kan., Thomas Arm- 
strong shot and killed Marcus Miller, store 
manager, wounded Claude Stone, assistant 
store manager, and then committed suicide. 


|. A. D. M. Secretary 
In Hospital 


John L. King, executive secretary of the 
International Association of Display Men, 
Washington, is in a local hospital recovering 
from an operation. He is progressing satis- 
factorily, according to last reports. 
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Our Spring ’41 Think this GUC... 


CATALOG 


is out! It’s Chuck-full 
of NEW materials and 


IT’S FREE! 


The just released, 24-page, Greggory 














Spring and Summer catalog is yours 


for the asking. A note on your 
letterhead will bring you complete 
brand new 


information about the 


display materials created in the 


Greggory plant . materials that 


will help you create better and 
more successful merchandising dis- 
plays this year. Among the new- 


comers are such items as: 


@94” wide Fluted Rolly 
. in 8 spring tones. 


Board 


eQuilted Satinsheen Board 
1 ft. wide quilted board. 


finished FLEXIT 


range of 8 spring 


@Satinsheen 
ae 
pastels. 


@ Woodgrain and Marble FLEXIT 
. 4x8’ Reproduction Panels. 


These are only a few; send for your 


copy of this catalog today and learn 
all of the details. 





10 E. KINZIE ST. 
CHICAGO, ILL. 


For over a decade, Creators and Manu- 
facturers of Distinctive Display Materials 
in our 5-story building. 


ART SNOW 


A pure corn product. Manufactured espe- 
cially for display purposes — soft, light, 
fluffy—also used in Ho!lywood studios. Non- 
perishable, non-inflammable, inexpensive. 
Prices: $1.95 per 50-lb. bag 
$0.95 per 15-lb. box 
$2.15 per case of 36/6 oz. 
F.O.B. Omaha or Chicago 


Samples and Discounts on Request 


MILLER CEREAL MILLS 


Dept. S, Omaha, Neb. 
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January, the month of resolutions, predic- 
tions, thoughts, white sales, “one-fourth off,” 
“reduced for clearance,” and famous birth- 
days is now, by the calendar, half off itself. 


To be in the game, this column predicts 
1941 will be a year of wild happenings, great 
activity, and Display will 
get its share of all the good things to come 
in the next twelve months, but as in all pre- 


L206 rd business. 


vious years it will not rise to the heights it 
is capable of attaining. 

This column has three wobbly candles on 
its cake celebrating, mildly, our third year 
of being between the front and back covers 
of DISPLAY WORLD. The beginning of a 
new year often makes one wonder whether 
to do this or drop that and at this time of 
the month the decision to stop or to keep 
going as a contributor to this magazine al- 


The DISPLAY PARADE ... No. 22 


By FRANK G. BINGHAM =r a 


comes up. I know I have ma 

who would enjoy watching th 
candles glow as well as grow in number a 
others who would gladly blow them 
and toss the cake, candles, and even t 
writer into the ash-can of silence in 194 
To the former I say the 1941 candle h. 
slowly started to burn over my typewrite 
to the latter, blow, brother, blow; it’s be 
lots of fun knowing you, too! 


Ways 
friends 





At a recent display club meeting, a Sout 
Bend merchant, Herbert Friend, warned di 
playmen of the great danger of growing soit 
with good business now in full bloom. He 
said: “Retailers often neglect display when 
business is good—displaymen should guard 
against this with all the powers at their 
command.” 


During the Christmas rush in our store a 












ONE OF WIS TWO HOBBIES... SAILING ON HIS 
A5-FT. YAWL—* THE VAGABOND”,,.. 


L.s. 


NATIONAL DIRECTOR, 
STORE PLANNING & DISPLAY DEPT., 
SEARS, ROEBUCK §CO., CHICAGO. 


...CAME TO SEARS IN FALL OF 1929 
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MAKES HIS PERMANENT RESIDENCE 

WITH HIS MOTHER AND DAUGHTER ON A 
1OO-ACRE FARM ABOUT 40 MILES SOUTH- 
WEST OF CHICAGO__ Ss 


—by Tony Brinker 
a ie 

BETCHA ALL 

THEM ONIONS | 

PLANTED HAVE 

GONE To Seep !/ 
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AS A SINGLE ) 
UNIT.... 


HE 
CREATES 











spen 
new: 
per ‘ 
$988 
ence 
play 
mail 
to ¢ 
stati 
50 p 
dire’ 
let | 
cent 
read 
DIS 


In 
ther 
selv 
mot 
Pati 
is d 
Of 
In 1 
for 
men 
Her 
brin 
shor 
sto] 
fune 


C 
Gen 
erin 
com 
on 
that 
you 
hea 
whi 








JANUARY, 1941 


customer dashed up to a clerk in the men’s 
section and said: “I want some pajamas for 
my boy.” The clerk directed her to the boy’s 
jepartment on the second floor. In a few 
minutes the customer returned to the men’s 
section with fire in her eye demanding to 
see the manager. “I'll have you to know I 
haven't time to be shoved all over this store 
trying to get a pair of pajamas for my boy. 
I came in here first, was sent up to the sec- 
ond floor and they sent me back down here 
again.” The manager in a soft voice asked: 
“How big is your boy, lady?” With pride 
in her voice she replied: “He’s seventeen, 
a senior, 6 feet tall, and weighs 207 pounds.” 
A size “D,” extra long, was quickly gift 
wrapped for mother’s little boy. 


Last year the average American family 
spent $1,236 in retail purchases. Crediting 
newspaper advertising for bringing in 20 
per cent of this (which is $247.20) this leaves 
$988.80 attributable to other forms of influ- 
ence, such as window display, interior dis- 
play, good-will, store service, and direct 
mail. To attribute 30 per cent, or $370.80, 
to display, window and interior, would be 
stating the case mildly. This would leave 
50 per cent for good-will, store service, and 
direct mail—which is entirely too high. I'll 
let you decide which deserves a higher per- 
centage, but just to jog your memory re- 
read last month's editorial in the December 
DISPLAY WORLD. 

In the January 14 issue of Look magazine 
there are four pages that would lend them- 
selves to a battery of window displays pro- 
moting the campaign for auto safety. Ted 
Patrick, who is responsible for this series, 
is director of the copy department of one 
of America’s greatest advertising agencies. 
In 1938 he won the annual advertising award 
for his famous series of anti-war advertise- 
ments published by World Peaceways, Inc. 
Here’s hoping this new series on safety will 
bring better results. Institutional displays 
should not overlook this great campaign to 
stop death; last year there were 32,100 
funerals due to automobile accidents. 

Charles F. Kettering, research genius of 
General Motors, recently told a large gath- 
ering of college students to “strive to ac- 
complish something,” never to quit. “Keep 
on going,” he said, “and the chances are 
that you will stumble on something when 
you are least expecting it. I have never 
heard of anyone stumbling on anything 
while sitting down.” 

“Keep on going” is a good resolution and 
it is like the philosophy of Carl Haecker, 
Montgomery Ward & Co., Chicago. Carl 
spoke here in South Bend recently, and in 
the audience was a furniture buyer who at- 
tends our club meetings regularly. Carl 
told how many feet inside the door of a 
ore or off an elevator it takes to have a 
customer get his or her bearings. In the 
store where this furniture buyer works, the 
president of the store told the buyer to 
stand right in front of the elevators and get 
the customers the minute they step off. He 
politely explained to the president why he 
Vas standing back 15 feet. This made a 

at impression upon the head of the store 

[Continued on page 53] 
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ur salesmen are now 
on the way to see you with 


brand new display IDEAS! 


=> Be sure to see our exciting novelties 


NAT SIEGEL °29' 233° 


DISTINCTIVE DISPLAY EQUIPMENT AND NOVELTIES 








Display Punch uA. 
—— Cream Puff Publicity 


The reading and buying public is daily bom- 
barded with publicity photos. Why attempt to 
change a basic visual habit, by making your 
displays merely “lovely to look at''? 

Pictures are the essence of any display that 
"packs a punch in both hands" . . . capable of 
dramatically arousing human, local, technical, 
scenic, travel, fashion, sports, or institutional 
interest. 


Our job is the enlarging of ordinary sized pho- 
e PHOTOGRAPHIC tographs to really impressive, seeable dimen- 


o TRAMEPaneNG | - - - Het ce net pe Ret pee” 


For Window Displays, Merchandise Settings, 


e BLOWUPS Advertising Displays and Exhibits 
BLACK AND WHITE, SEPIA, HAND-COLORS 
e MURALS 


MAIL YOUR ORDER OR INQUIRY TODAY 




















MELOY BROS. 2 INC. SHELBYVILLE 


THAYER & CHANDLER AIRBRUSH 
as ~ samy Lor the particular ecust SH O W C A S E § 
- FOR EVERY PURPOSE 
State Your Needs and Ask for Catalog 











Send for Catalog 52 = « . 
THAYER ¢ CHANDLER Detroit Show Case Co., Detroit, Mich. 
O10 W.VAN BUREN ST., CHICAGO.ILL. 
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MERCHANTS RECORD AND SHOW WINDOW 


Issued on the Fifteenth of Every I telabial by 
THE DISPLAY PUBLISHING COMPANY 
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OUR PLATFORM 

1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 


dising. 

6. Absolute Independence of Our Editorial 
Columns. 

VOL. XXXVIII JANUARY, 1941 No. | 


Display—1940 
And 1941 

Another year has sped by and it is time to 
review the events of the past twelve months 
and hazard a glimpse into the future for 
those which are to come. Retailers, national 
advertisers, displaymen, and advertising 
agency spokesmen all take a fling at much 
the same task in this Annual Review and 
Forecast issue of DISPLAY WORLD, and 
a scrutiny of their comments reveals much 
the same attitude: optimism for 1941, con- 
gratulations to display and displaymen on 
past achievements, and predictions of in- 
creased success tor this field in the future. 

Display did progress in 1940. There can 
be no doubt of that, and arguments to prove 
it are not needed. But what took place 
in the display field during that vear makes 
interesting reading. 

Dealing with these events—and not neces- 
sarily in chronological order or ranking of 
importance—we find that two great world 
fairs came to an end. That in itself is not 
particularly important, for they ceased to be 
display news after 1939, but their closing 
recalls to mind something of their contribu- 
tion to display: motif, lighting ideas, black 
light, and so on. Hundreds of displays were 
built around some angle of the fairs and 
they deserve a bow even at this late date. 

Particularly encouraging to the field was 
the report of the Sales Promotion Divi- 
sion of the National Retail Dry Goods Asso- 
ciation early in the fall of 1940, showing 
that an additional 2 per cent of the total 
publicity dollar in the average store had 
gone to display during 1939. This brought 
the total for display up to 15 per cent of the 
total amount spent for all forms of publicity 
—tangible evidence of another step forward. 
Nineteen-forty another 
gain for display, but just how much it is of 
course impossible to say just now. 


undoubtedly saw 
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Plastics continued to hold the interest of 
displaymen, manufacturers of fixtures and 
the like, and the public during 1940. Manu- 
facturers ironed out some of the “bugs” which 
had at first pestered them and displaymen 
bought plastic pieces in goodly quantities. 
At first regarded as strictly novelty dis- 
players, plastic units have taken a perma- 
nent place in the display field. New devel- 
opments and improvements can be expected 
during this year. 

One of the major developments during 
1940 was that of fluorescent lighting as ap- 
plied to display and the store in general. 
This was really in spite of the manufactur- 
ers of fluorescent lamps and fixtures, who 
did little if anything to interest the profes- 
sion in their merchandise. Instead, they 
nibbled gingerly at this big market and 
were probably surprised when they found 
that displaymen were enthusiastic about the 
new medium for counter and window light- 
ing, special exhibit work, decorative treat- 
ments, and general lighting. Store after 
store adopted it in some form or other, espe- 
cially those which remodeled during the 
year. 

The decline in the use of sound for display 
purposes—a decline which had its inception 
in 1939—continued and there was probably 
less of it used in 1940 than at any time for 
several years. Apparently the thought 1s 
that at one time sound was a novelty in the 
window, but no longer; this might be taken 
as a reminder that display is essentially de- 
pendent on sight and that appeals to the 
other senses must always be secondary. 

As for display lighting in general, there 
seemed less emphasis on dramatic lighting 
and haphazard use of color lighting. Of 
course there is a possibility that we have 
become so accustomed to drama_ through 
light that it isn’t as noticeable as when it 
had its initial flair. Noticeable improve- 
ment was made by displaymen generally in 
the use of colored lighting; the experiment- 
ing of a few years ago is having its effect 
now. 

Wide background papers were found in 
profusion in 1940, and it is likely that many 
~ them are here to stay. Their con- 
venience and the ease with which they can 
be used for many purposes make them a 


valuable asset to display. It seems, how- ° 


ever, that the displayman who must use them 
is sticking to a few of the leading brands— 
in most cases, those which were fortunate 
enough to get in on the ground floor. 

The second world war, which had _ little 
effect on display up until the spring of 1940, 
began casting its shadows into the display 
windows after that time. Canadian display- 
men were naturally affected first and to a 
greater extent than those in the United 
States, but in the latter nation as the year 
progressed we found more and more displays 
which tied-in with patriotism, preparedness, 
and the defense program. The draft aided 
the trend. (Parenthetically, it seems that 
only a relatively few displaymen have been 
called up for training.) 

Coupled with the patriotic theme in dis- 
play came increased interest in Americana. 
Many promotions were built around Amer- 
ican designers and American fabrics, espe- 
cially after Paris was invaded and the style 
center of the world shifted to the United 
States. Our “good neighbors” to the south 
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were recognized in many a window as \ 
One of the highlights of the year was 
annual convention of the International 
sociation of Display Men, held in Det: 
in June. Total attendance was very gra 
fying, but the interest shown in the busin 
meetings especially aroused plaudits. \ 
bang-up program was arranged by | 
members of the Detroit Display Club, wor 
ing with Joe McCann, president of the ass 
ciation, and John L. King, managing dirs 
tor, all of whom came in for hearty com- 
mendations from all who attended. MeCain 
was reelected president for another year. 
The I. A. D. M., by the way, at the end of 
his first term found itself in its best finai- 
cial position in years—all debts paid and 
several thousand dollars in the bank. 
There was no convention of the Pacitic 
Coast Association of Display Men. The 
organization had not received a great deal of 
support for some time, probably due to the 
handicap of the tremendous distances of 
that region rather than lack of interest on 
the part of Pacific coast displaymen; the 
men of Vancouver, B. C., who had_ been 
active in P. C. A. D. M. affairs, were under 
a war-time regime which made it difficult 
for them to attend; a combination of cir- 
cumstances seemed to conspire against the 
annual meeting, and it was_ reluctantly 
abandoned. As a result, the P. C. A. D. M. 
is not functioning at present, although 
hopes for its resurrection have not been 


4 


given over entirely. 

On the other hand, the annual Display 
Clinic sponsored by the Southern California 
Display Club in Los Angeles reached new 
heights. Several hundred attended the two- 
day meeting, including many from nearby 
states. Plans are complete for the 1941 
Clinic, which will be held January 20-21, and 
a still bigger meeting is expected. 

A few more display clubs were organized, 
but not on the grand scale of two decades 
ago. It is a distressing fact that displaymen 
show an antipathy to local organizations 
or national ones, for that matter—which is 
dificult to explain. It seems that all of 
them agree that clubs are splendid institu- 
tions, but few are willing to put forth the 
effort that a successful club requires for its 
organization and operation. 

Continued improvement in display mate 
rials and equipment — particularly manne 
quins—must be noted here. Ideas, as usual, 
poured from the manufacturers in a stead) 
and very welcome stream. 

More states added courses in distributive 
education during 1940, with resultant atten- 
tion on display in modern merchandising. 
As a result, many well-known displaymen 
were employed after store hours to conduct 
classes in the elements of display—bound 
to give beneficial returns to the industry and 
retailing within a few years. 

On the whole, 1940 was a much improved 
vear for the harassed operators of display 
installation services. The slump in_ this 
field, which had continued for several years, 
was arrested and turned into a mild upward 
trend. National advertisers began display 
campaigns, or increased those existing, and 
as a result the installer began to see a little 
more light in the distance. The situation 
still leaves a great deal to be desired, and 
it is hoped that the new year will bring 
further progress. 
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1941 


s for display as an industry and proftes- 
sion during 1941? There can be little doubt 
that in spite of world uncertainty, 1941 will 
mark a new high in this field. All things 
point that way, and it will take the catastro- 
phe we all dread to halt the onward march 
of display. And even if it should be halted, 
one can be sure it is only temporarily. 


THINK THIS OVER 
[Continued from page 51] 
and raised the stock of the furniture buyer. 
This buyer, by the way, can’t understand 


why displaymen fail to attend display meet- 
ings. I can't either; can you? 


“burned up” 
McCurdy’s, 
Skaer engi- 


\n old expression is to be 
about something or other. At 
Rochester, N. Y., where Carl 
neers the display merchandise both 
he and Santa Claus were “burned up.’ Carl 
was because his Santa Claus stopped laugh- 


sales, 


ing one morning and actually burned up in 
the toy window. 

Fire hazards are most neglected within 
the show window in most any store, but the 
average state or local inspectors never so 
much as peek inside the doors of show win- 
It they did they would get the sur- 


number of 


dows. 
prise of their life in a large 


Cases. 


Pan-Americanism is worthy of study and 
thought by any intelligent displayman of to- 
day due to the national 
affairs, fashion ideas, and travel pleasures. 
Linking South American displaymen to our 
national them to 
attend our national convention at Chicago is 


great influence in 


association and inviting 
a thought and with it might be added Can- 
ada on the north and Mexico on the south. 


This brings up the idea of a new name for 
our national ‘display association. The word 


“International” is about as useless as a 
This column will gladly 
print suggestions on this, so send them in 
Your suggestion, if adopted at Chi- 
may win a prize even if it has to be 
given by the writer. 


tenth life for a cat. 


now. 
Cago, 
Many displaymen and 
manutacturers throughout the country, I am 
sure, would gladly donate to this cause just 
to have it (International) buried and a new 
name hung up more suitable to our times. 
E . 

The most outstanding Christmas display 
in the forty-eight states was perhaps at The 
Boston Store, Chicago, with R. R. Jericho 
the applause and curtain calls too 
numerous to mention. 
entation, with 
promotion by most display departments who 
always seek the new instead of the old, was 


taking 
His Christmas pres- 


looked at indifference as a 


splendidly executed. Religion and the church 
With its spiritual inspiration are very much 
alive, as this display so convincingly prove 
to those displaymen who had the opportunity 
of viewing it, as well as listening to the 
comments of those who left the window feel- 
ing that it had done something for them. 
New York City made history with its bells, 
but the Nativity scene at the Boston Store 
on State street, Chicago, will start a trend 
ot Christmas displays for 1941 that will 


( 


lrown out even the famous Lord & Taylor 
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LUCITE : : : 


dramatized by SCHEUER 


* All the potentialities of this amazing plastic by Dupont 


Member of 


ADEM 


Associated 
Display 
Equipment 
Manufacturers 


have been transformed by us into display units of 
dynamic, glowing beauty! Distinctive design and exact- 
ing craftsmanship combine elegance and utility for 
increased display value. See this unusual group at our 
showrooms and you'll know why we were recently 
awarded a plaque of honor for the most original inter- 
pretation in Lucite. 


SCHEUER ART METAL MFG. CO. 


307 West 38th Street (near 8th Ave.), New York, N. Y. 
Telephone: LAckawanna 4-3005-6 














File Your Copies with this 


BINDER 


A Click and Magazines are Bound 
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DISPLAYMEN AND 1941 DISPLAY 
[Continued from page 13] 


Display in 1941 will give merchandise first 
consideration; after all, that is what the 
potential customer is interested in. The 
manner of presentation, as in 1940, will be 
They must conform with the policy 
establishment. 


varied. 
and principles of the 


W. E. Parnum 
British Columbia Electric Railway Co., Ltd., 
Vancouver, B. C. 

As in art, there is nothing quite as dra- 
matic as the modern stage play, with living 
persons and dimensional stage settings—so 
in advertising there is nothing quite as spec- 
tacular as modern display, with actual mer- 


chandise and realistic settings, which has 
greater selling power than any form of 
printed advertising. 

Displaymen have long realized this, but 


only in recent years with the advent of better 
DISPLAY 


finally es- 


displays and the fine efforts of 
WORLD magazine, has display 
tablished itself in modern merchandising. 

My forecast for 1941 is that display will 
continue to win new laurels with new ideas, 
new features, and new applications of mod- 
which will open up many new 
interest in dis- 


ern lighting 
avenues for ingenuity and 


play presentation. 


George A. Wilcox 
Berkson's, Kansas City 
I believe that we are on the threshold of 
one of the best years as far as business and 
Although 1940 
have opened our new 


display Foes. was a good 
year for me—as we 
and greatly enlarged store and my position 
is greatly improved—I am looking forward 
to much greater things in the new year. | 
feel that business in general will find 1941 
to be a banner year, and it should mean 
large changes and improvements in the dis- 


play field as a whole. 


H. A. Fitzsimmons 
Armstrong's, Cedar Rapids 
Display, advertising, and the sales force 
make the success or failure of any store. 
always hear about display and 
advertising working That is 
true, but without the cooperation of the sales 


a oday we 
hand-in-hand. 


force, two-thirds of the efforts of these two 
departments would be lost 

Every sales person in a store should shop 
the windows and read the ads of their re 
spective departments. I have often known 


salespeople to be embarrassed when 
contronted with a question about some par 
ticular item in the window or ad. 


which wants to in- 


very 


1 believe any store 
crease its business in 1941 should have meet- 
ings in which the importance of the sales- 
people, display and advertising departments 
The display 
forth un- 
tiring efforts to stimulate sales for the sales 


all cooperating is stressed. 


and advertising departments put 


this in turn means more commission 
firm. 


people 
for them and better business for the 


Del Heizer 
Mabley & Carew, Cincinnati 
Properly timed window and interior dis 
play will play an important part in the in- 
creased sales of stores for the coming year. 
In our win- 


battery of ninety-six street 


DISPLAY WORLD 


dows and cases we try to present at all 
times a well-balanced job, coordinating our 
windows with our publicity program. Our 
organization being a great believer in 
“mass” display (not the variety store type!) 
we sometimes use our entire arcade battery 
of nineteen windows and cases to display 
one kind of merchandise at a time. We 
feel that promoting events in this manner 
greatly adds to our sales. 

We feel that with the coming year more 
effort than ever before will be put forth in 
display. Budgets will be large, if 
will permit, and this looks very probable. 
Colored and clear spotlighting will be used 
more extensively and displays will be even 
more timely and dramatic than ever before. 
Another thing: let’s make the public more 
display-minded in 1941. 


sales 


V. F. McCollum 
Davison-Paxon Company, Atlanta 

Regardless of what developments may 
take place in world affairs during 1941, I 
am sure that display will continue its pres- 
ent stride of going forward and will outdo 
the banner vear of 1940. One of the most 
important factors is the formation of new 
local display clubs and revival of old ones 
throughout the country, and a closer unity 


with the International Association of Dis- 
play Men. 
William Arinow 
Shillito's, Cincinnati 
The importance of interior displays can 


not be emphasized too strongly. Our store 
feels this factor so important that we have 
staff of the interior to three 
times as many as that of last year—that is, 


increased the 


from four people to almost twelve. 

very time a new department is built in 
the store three of the most important factors 
proper display cases; (b) proper 
fixtures; (c) proper lighting. 

We do not have a department manager in 


are: (a) 


the store who is not sold on display, and 
at the rate the interior displays are increas- 
ing, we do not feel the present staff will be 
sufficient long. 

In planning the interior budget last year 
we figured on spending more in the interior 
Although we 
feel the windows should not be neglected in 
doing a hundred percent job, the thought in 
the mind of displayman should be: 
“How good a job am I doing on the interior 


than we did tor the windows. 


every 


of the store?” 


A number of stores, I understand, have 
divided the display department into two 
separate divisions, which I do not believe 


would work out as satisfactorily as having 
one head for both divisions with a supervisor 
over the interior. 

For the new year displaymen should aim 
at much better windows, well-merchandised 

and by all means, outstanding interior dis- 
plays. When planning the latter, plan them 
well and far enough in advance; and plan 
a schedule for them just as for the windows. 


H. W. Morton 
The Coleman Lamp & Stove Company, Wichita 
Nineteen-forty truly an interesting 
year in display, showing considerable prog- 
ress, both for the individual as well as the 
display profession as a whole. But that’s 
past and look forward to 1941. 


Was 


now we 


JANUARY, 1941] 


With all indications, the new year proin- 
ises to be one of the best years, not o1 ly 
in display but in every line. There is goiig 
to be a definite increase in business and d s- 
play will automatically increase along with 
it. We are going to see display budg: ts 
increased to a certain extent, especially over 
the next few years because of the buying 
trend. We are going to see better displays; 
however, I believe they will be aimed direc t- 
ly from a sales appeal angle, rather than a 
novelty or unusual type of display. 

The displayman who goes out after busi- 
ness and the industrial displayman will reap 
a harvest in 1941 because all present indica- 
tions are for a nice increase. If the display 
industry as a whole wants to make a definite 
step forward to better their situations from 
the standpoint of display designs, financial 
gain, and better displays, 1941 is the year 
in which to do it. 


Walter Rimes 
Henry Birks & Sons, Vancouver, B. C. 

The fact that Canada is at war has a dei- 
inite effect on display in this country. The 
type of window with its flags, its uniformed 
figures, and scrolls of patriotic verse that 
was until recently only Remem- 
brance day and other patriotic holidays 1s 
now the daily fare of displaymen. 

In the past the trend has been to follow 
the lead of New York City, San Francisco, 
and other big American cities. The trend 
today is for a distinctive pro-British display, 
and has drawn away—to a certain extent— 
from modernistic backgrounds and_ settings 
to a more conservative setting. 

Despite the war, however, windows con- 
tinue to be better planned, and there is a 
definite feeling among managers and direc- 
tors of stores that money well-spent in win- 
dow display will come back doubled in the 


used on 


way of profits from sales. 


L. L. Wilkins, 
Pizitz, Birmingham 
Today the displayman must 
ferent outlook on his job if he would keep 
up with the trend of modern business meth- 
Not losing sight of the necessary artis- 


tace a dit 


ods. 
tic perspective which he must possess, the 
efficient display manager of today must be 
an excellent merchant to boot. 

He must recognize the possibilities of 
merchandise, aided, of course, by the mer 
chandising counselor of his store. He must 
seek the prime selling point of his wares 
and keep it uppermost in importance in his 
display layouts, rather than exert his cre- 
ative capacities in striving for new effects 
which might distract potential 
from the original purpose of the display—to 


customers 


sell merchandise. 

Business is becoming increasingly difficult 
The “surrealistic” show win 
bring the results which ar 
displayman’'s 
background 


to get today. 
dow will not 
the very foundation for the 
being. Naturally, a suitable 
presentation is necessary to make merchan 
dise appealing and suggestive, but a shoppe: 
hurrving by a window today will not stop 
long enough to figure out a remote thought 
the display might have. The story must b 
told simply and quickly or the advertising 
value is lost. 

I am supremely with th 


confident that 








ei Sikes 


or | 
equ 
dow 
peop 
quen 


Y« 
fami 
work 

TI 
good 
past 
grap 
play: 
had » 
of a 
same 
same 
disp] 
new 

Mc 
to th 
and 
mate 
abou 
with 
derst 
are t 
say t 
out ¢ 
factu 
ticul 

Do 
tunit. 
sion 
displ. 
the 1 
stant 
stud) 
then 
mind 
just % 
tome! 
decis 
dise ' 

Th: 
tings 
that | 
but v 

Wi 
so m. 
chan 
such 
dise. 
ot tor 
selves 
plann 
for tl 

Isn 
To e 
more 
With 


be tter 


Kroge 
Ha 
mercl 


divisi 


n 


lal 








JANUARY, 1941 


strides that have been made in the last three 
or four years, we will shortly be shown 
equipment with which we can put on a “win- 
dow show” which will bring more and more 
people to visit our windows, and conse- 
quently sell more goods at a profit. 


Carl L. Gestrine 
Butler Brothers, Chicago 

You have time and time again heard the 
familiar saying: “Plan your work, and then 
work your plan.” 

That is just what has been done by a 
good many displaymen in this country the 
past year. In looking over many photo- 
graphs of windows and store interior dis- 
plays in numerous publications, and having 
had the opportunity of seeing quite a number 
of actual displays, I would say that if the 
same procedure is taken for 1941 by these 
same men and many more, you will see 
display and the display profession rise to 
new heights. 

More thought and plannning is being given 
to the execution of displays by displaymen, 
and also by the manufacturers of display 
material and equipment. This is brought 
about by having former displaymen and men 
within the various organizations that un- 
derstand the problems of the displaymen who 
are using the materials—and I can truthfully 
say that the numerous ideas which have come 
out of this function have helped the manu 
facturer considerably in increasing his par- 
ticular business. 

Doesn't this give us a wonderful oppor- 
tunity to elevate our standards and _ profes- 
sion with just this kind of planning? The 
displaymen of today should be enthused at 
the many new lines of merchandise con- 
stantly being put before them. We should 
study the merchandise and its merits and 
then plan our displays with this thought in 
mind: “What can we do to dramatize it 
just a little more, so that Mr. and Mrs. Cus- 
tomer will be very quick to make theit 
decisions and want the particular merchan 
dise on display just that much more.” 

This can be done by planning proper set 
tings that will enhance the merchandise just 
that much more—settings not too elaborate, 
but very plain and simple. 

With the new styling, packaging, and eve 
so many factors which enter into the mer 
chandising picture, you do not have to have 
such elaborate settings for your merchan 
dise. The many new items of merchandise 
of today are outstanding displays in them 
selves, and if the displaymen use the right 
planning, they can get outstanding settings 
for the merchandise at a nominal cost. 

Isn't this what we are all striving for? 
To execute displays that will in turn sell 
more merchandise for our particular firms? 
With this planning, we all can undoubtedly 
better our various positions. 


Harry R. Schoenlaub 

Kroger Grocery & Baking Company, Cincinnati 

Have you ever thought how display and 
merchandising events parallel the “Panzer” 
divisions of a modern army? They must 
strike with lightning precision, crush sales 
resistance, and hold the ground gained (cus 
toner’s good will). These are the important 
factors in the success of either a retail busi 
hess or any other enterprise. 

lanufacturers and retailers have realized 
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There is a definite promise of better 
business in 1941. To get your share you 
will need more and better displays— 
eye-catching, sales compelling cutout 
displays. 

The Cutawl—a high-speed portable 
electric cutting machine —is the only 
tool which meets every cutting need. It 
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On our easy payment plan you can 
start using your Cutawl at once and pay 
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this past year that they are not catering to 
a slow, uninformed public who are satisfied 
with their present modes of living and social 
conditions. They must step up their efforts 
not only to compete, but to surpass all com- 
petition. For to be as good as the other 
fellow is just’ average, and average in this 
country means little or nothing in this age 
of speedy communication, transportation, 
and international affairs. 

How one goes about this super-selling 
effort can very easily be seen. Radio, news- 
paper and magazine advertising are the fore- 
runners of a sales campaign, but don't for- 
get it takes the point-of-sale displays to 
hold the ground gained. For in point-of 
sale displays you have the actual proof to 
back up all the selling propaganda and also 
a very powerful weapon in the little cash 
register, which is the yardstick for measur- 
ing the accomplishments of a great sale. 

This is where the thinking displayman can 
do the real groundwork for building up a 
great retail business. He has in his favor 
a commodity (display) which is unlimited 
because of the common denominator (econ- 
omy) which governs all promotions. Side 
by side, displays and advertising are a 
powerful fighting legion, but let one division 
fall and all hopes are lost for a successtul 
attack on the present retail market. 

So if you have an economical medium for 
producing sales results (and you have in 
display when you compare advertising costs 
against display costs), it 1s up to you to 
attack the retail market with a barrage of 
eye-appealing and selling displays that wall 
crush all competition and lead you on to a 
sound victory, namely, the greatest sales 
results in the history of your company. In 
this retailing business, you can never let 
down for a second, Your competitor may 
pass you, and it’s hard to catch up once 
you have fallen into the rear. 

Give your customers the truth in as con- 
vincing and hard-hitting a manner as your 
creative display mind can execute in your 
display, and never let your division of this 
vast retail army retreat—for it just isn't 
cricket, either in business or any other en 


terprise. 


Joe Vaughn 
Porter Clothing Company, Birmingham 

It’s a far ery from the crowded, unplanned 
windows of a decade or so ago to the force- 
ful idea-selling display presentations of to- 
day. This fact has been brought to the at 
tention of Mr. and Mrs. America by not only 
the bigger and finer stores, but also by 
smaller retailers in every line who have 
come to realize the importance of good 
display. Nineteen-forty saw this reach a 
new peak 

In 1941 I believe a new high will be 
reached in the completeness ot cooperation 
and unison in the three foremost instru 
ments of selling: advertising, windows, and 
interior or point-of-sale display. One is no 
good without the other two. In the process, 
I predict that the displaymen of America 
will excel in the most brilliant and. sales 
appealing presentations in history, 


C. M. Shrider 
The A. E. Starr Company, Zanesville, Ohio 
Regardless of world conditions which 
make it difficult to predict the future of 
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many lines of work, we feel optimistic for 
display for the new year. 

Stores have enjoyed a boom-time Christ- 
mas, and the expectations of a continuance 
of this upward trend will encourage in- 
creased budgets to carry on display work. 

Nineteen-forty-one will likely see more 
new store fronts than in many years. One 
official for a store equipment company has 
stated that there are enough plans on paper 
to keep this line of work busy for two years. 
The new year will see the realization of 
many of these plans. 

In displays, we will see an increased show- 
ing otf American-made goods and more 
patriotic displays. But with the almost 
unanimous expectation of good business in 
1941, intelligent and sound planning of dis- 
plays are needed as never before to bring 


results. 


Emil Newdold 
P. A. Bergner & Co., Peoria 

The year 1941 will see many things in 
display. The preparedness drive of the 
United States has brought about the draft- 
ing of young men—which means many will 
not be available for our field, creating a 
shortage of displaymen and_ helpers. 

Factories which work for the United 
States will have shorter hours than depart- 
ment stores, and, as you know, department 
stores work six days per week and factories 
only five. That is why I would suggest that 
displaymen use their common sense and not 
be selfish. If they have good men working 
for them, who do the right thing for the 
store, the displayman should go and ask for 
a raise in salary for them before it is too 
late. I know there are many displaymen 
who look out for themselves only, and not 
for the men who work for them. 

In my opinion this preparedness will con- 
tinue for at least the next three vears and 
that means that department stores and fac- 
tories will have a steady business. There 
will be a lot of remodeling in stores in 
order to utilize every corner for attractive 
sales space in which to display to the best 
advantage. The windows will be simpler and 
show how the merchandise should really be 
worn. | don’t think there will be any of 
those figures standing on their heads as in 
previous vears—which did not produce sales 
and only gave the customer a laugh. 


John L. Sorenson 
Battelstein's, Houston 

| have noticed greater attention being 
given to dramatic effects in window display 
than heretofore. Better retailers seem to be 
realizing the importance of achieving the 
unusual in their window displays and are 
using more elaborate fixtures as well as giv- 
ing more thought and attention to the insti 
tutional value of their windows. 

I have never seen lighting effects used to 
such a good advantage as during this past 
year. The introduction of fluorescent light- 
ing, as well as the more diversified use of 
combinations of colored lights, and single 
spotlighting, have done more for the appear- 
ance of windows in general than any other 
single factor. 

For the future, I predict an even greater 
and more diversified use of fluorescent light- 
ing with special emphasis on indirect illumi- 
nation. It is also my belief that we shall 
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see a gradual trend throughout the count 
toward windows with greater institution (J 
value, displays that will attempt to build + 
prestige of the store as well as show me-- 
chandise advantageously. 

I believe that retailers in general are | 
ginning to recognize the importance jf 
loosening their purse-strings with regard o 
their displays, and we should be able io 
lock forward to even greater and more rapid 
progress in our field of endeavor. 


Everett W. Quintrell 
Elder & Johnston Company, Dayton 
A new year! What will it) mean 
America, to our stores, and to our job 
There is no question of there being many 


surprises in store for all of us. How are 
we going to meet these situations? Let us 
resolve to meet them with our chin up, with 
a determination to face them squarely and 
to do what we honestly think will be for 
the good of all mankind, whether it be in 
the profession or in the service of our 
country. 

Let us be ever thankful that we are Ame: 
icans and that we can live our lives as tree 
people. We American displaymen can do 
our bit by cooperating in every worthwhile 
promotion in our stores, by dramatizing 
American-made products with the proper 
atmosphere in our windows, and by dis 
playing the American flag whenever the 
occasion arises. 

Let us all keep in step with progress, 
marching shoulder to shoulder with this 
thought in mind: that our parade of ideas 
will ever be helpful in displaying, selling, 
and promoting merchandise that will bring 
good will to our stores. 

Let us all work together so that our fel- 
low displaymen in other countries through 
out this war-torn world will know that in 
America, display marches on! 


R. A. Aguilar 

The Marston Company, San Diego 
What 1941 holds for us is the question 
mark all over the world. But I know we 
shall go on displaying the blessing of liberty 
and progress. ... That now we have a 
chance to show the products that are 100 
We have the 

peace of mind that others do not have. 
We have a country, and what a country! 

that others do not have. ... We have 
we have ... we have! Think of all the 

things we have that others do not. 
Think of the God in Whom we trust and 
have freedom to worship that others do not 
have. . ... And just for that, displays in 
America will be better than ever before 


per cent American-made. 


A. L. Squires 
Gebhart-Gushard Company, Decatur, Ill. 
The DISPLAY WORLD its doing the best 

job of keeping us displaymen on our feet 
with new ideas and trends. Looking for- 
ward to ‘41, I know it will keep me informed 
on all the newest and best ways of doing 
my job. 


Kenneth McGannon 

Abraham's, Davenport 
It seems to me everyone anticipates greater 
sales during the coming year. We display- 
men, therefore, will have a larger respons! 
bility than ever before during 1941. Large: 
budgets should enable us to do a better job 
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in ever and our effort should reflect itself 
greatly increased sales for the progressive 
ms that operate along this line. We must 
an now to use most effectively these addi- 
mal appropriations to produce greater 


les. 


M. H. Luber 
The Killian Company, Cedar Rapids 

Just the same old story; we are entering 

new year again, and new problems will 
arise for all of us. New trends in the field 
of display are certain, but how many will 
make good use of them? Watching the speed 
of changes in displaying merchandise is sur- 
prising. 

In my mind, we are just beginning to make 
real progress in our profession, and we will 
reach the point of  super-salesmanship 
through well-planned and caretully-executed 
displays. 

There is enough to know about any work 
there is to do to make the one who does it 


an expert in his line. To be expert means 
to do the work in hand the very best that 
it can be done. There is pride and pleas- 


ure, as well as profit, in becoming expert in 
whatever we may do—and there is always 
room higher up tor those who qualify by 
reaching the limit of efficiency in a given 
position. 

The advancements and promotions which 
are solid and permanent must come by de- 
grees, and those who realize their ambitions 
in life and business must exercise constant 
patience and perseverance in their endeavors. 
\pply this to display and you will succeed. 


O. D. Grimes 
The Palais Royal, Washington 

As for the display trend for 1941, at this 
time I can not see much difference than in 
1940. Of course if the war in Europe con- 
tinues, patriotic designs and red, white, and 
blue will continue to be used quite a_ bit. 
Personally, I would like to see less decora- 
tions and backgrounds, with merchandise 
shown in such a manner as to increase the 
sales and volume of our firms. 


L. A. McMullen 

Eastern Outfitting Company, Portland, Ore. 

The “passerby;” how many of you ever 
think of him or of her? Some great writer 
once said: “Life is the show window of the 
gods, and all of us are passersby.” 

My boss says to me: “I want a window.” 
It is my job to see that he gets*it. What he 
wants, | want; he pays my salary as long 
as I sell. Remember, you and I must sell 
tor him to be paid by him. 

\ salesman has been defined as “one who 


brings what I want when I[ want it.” A 
displayman is more than a salesman, more 


han an advertising man, more than a buyer. 
\ll the arts in his possession must be 
ought into play to stop the passerby and 
ell him in a minimum of seconds. 

This has been our theory for many years, 
nd it has proved to us that our show win- 
ws are our best business getters. I be- 
ve they will always be; they are the back- 
ne of any merchandise organization. 


Stuart A. Raymond 
8roadway Department Store, Inc., Los Angeles 
\nother vear has passed and as we look 
ck and review our successes and failures, 
realize more than ever before what an 
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Here’s a tacker worth its weight in gold to a busy display man. 
Drives staples deep and true with the lightest pressure. Gets into 
tough corners withcut trouble. Built for a lifetime of hard usage— 


cnd no time off for repairs or a minute lost because of a non- 


feeding staple. Completely guaranteed—and inexpensive. 


CONSTRUCTION. Case-hardened, 
non-breakable steel throughout. 
FINISH. Non-glare black casing. 
Easier on the eyes. Rustproof. 
RELOAD SIGNAL automatically in 
view when magazine is almost 
empty. 


MOVABLE STABILIZER to steady 
your drive. 

STAPLES. Loads 140 staples with 
leg lengths of 3/16, 1/4, or 5/16 
inch. Heavy gauge wire chisel 
pointed for deep driving. 5,000 
to the box. 
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A NEAT JOB IN 
TIGHT CORNERS 


because the driver is 
only 1/16 inch from the 
end. You’re sure todrive 
the staple where you 
aim every time! 





LOAD IN A SPLIT SECOND 
with this easy-to-get-at 
staple channel. Or flick 


outa non-feeding staple 
in a flash. SPEED- 
MATIC is the only 
tacker with this all- 


SPECIALLY DESIGNED FOR ITS JOB important, wide-open 


staple channel! 





SPECIAL POCKET PACK 


for travelling display 

men-—-a vest-pocket 

pack of 1,000 staples. 

1/4 inch size only. .50 
i cents a thousand. 
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Information, Write e 


37-18 NORTHERN BLVD. 
LONG ISLAND CITY, N. Y. 






































467 Eleventh Ave., New York 
Bryant 9-3723 





Ji ivervbody s Talking About le MIROFLEX \ 


MIROFLEX MASTIC CEMENT 
es — For fastening and mounting all types of 
The “~~ GLASS, WOOD, LEATHER 
Mirror “\~ — AND FABRIC 
That _™ ; - } os to each other or to other surfaces. 
Bends IN : eS Colors Holds tenaciously. Priced low. 
~ san PRICES: 
ey f ~ Quart Cans $1.25 each 
;. icone ‘ : Half Gallon Cans. $2.25 each 
png ling Ay ny =~ ae ated 
HUDSON SPECIALTY COMPANY UDSON SPECIALTY COMPANY 





H 
City 467 Eleventh Ave., New York City VA 











Bryant 9-3723 
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important phase of retailing the display de- 
partment has become. 

Many major promotions have been depen- 
dent on the display department to do a 
strong enough job to make the difference 
between a mediocre result or a real success. 

We must go even further in the new year 
and constantly sell the customer on our 
particular store as well as the merchandise 
on sale. We must make her or him know 
that we have bought this merchandise for a 
reason and bring this out in the points of 
quality, color, style or any of the many 
reasons a good displayman can pick out and 
dramatize for all they are worth. We must 
be constantly alert for new methods and 
technique of displaying merchandise to cre- 
ate a desire to own it on the part of the 
potential customer. 

We must also be a physician to the sick 
departments, and arrange for internal dis- 
plays—also give them windows to build 
them up. 

\ successful year to the display profes- 
sion is dependent on each and every one of 
us, large stores and small alike, and we 
must never believe that the best results have 
been accomplished until the window or inte- 
rior display proves to be a “winner” in sell- 
ing merchandise or the store. 


R. Bianchi 
Goldblatt Brothers, Chicago 

| believe that display tor 1941 will be bet- 
ter than it has been for a good many years. 
We in our company are for more animation, 
more color, and more eccentric methods of 
displaying merchandise in curiously different 
manners which in the past we have found 
have created much comment. 

We plan for °41 through the method of 
either animation, different types of lighting, 
or strangely different merchandise presen- 
tations to keep the name of Goldblatt Broth- 
ers continuously before the public. 


James David Buckley 
Saks-Fifth Avenue, Detroit 
Display seems of very little importance at 
this time to waste precious hopes on—let’s 
be thankful that the Greeks have more than 
a word for it—and I don't mean display! 


A. J. Roeder 
Wm. H. Block Company, Indianapolis 

During the past year | have had the privi- 
lege of visiting many parts of the country, 
and find it is a definite fact that all dis- 
plavs show considerable improvement, and 
particularly so in the small and medium size 
cities. 

\ll this, I believe, is conclusive evidence 
that the entire mercantile field has become 
more and more display conscious. Color 
has always been an important factor in 
displays, but I believe 1941 offers still a 
far greater possibility. Simplicity is_ still 
the keynote to better displays, and I hope 
1941 shows greater opportunities. 


John Flotten 

Harris & Frank, Los Angeles 
The outlook for 1941 holds promise of a 
very active year. Nineteen-forty was both 
busy and interesting for me. This was oc- 
casioned primarily by the fact that we had 
a new front installed and it presented many 

opportunities for experimentation. 


DISPLAY WORLD 


We have found that human interest win- 
dows, such as football, army displays, in- 
teresting pictures, style comparisons (cur- 
rent trends and old-fashioned styles) not 
only evoke favorable comment but actually 
stimulate business. Because we have found 
these so effective, we have decided to follow 
this procedure for 1941. 

Eugene W. Turner 
Zachry's, Atlanta 

I believe that the most crowning achieve- 
ment for display in 1940 is the nice vote of 
confidence accorded the more alert display- 
men by retail executives in the way of in- 
creased budgets and generally more freedom 
in the management of our departments. 

This is very significant, and tends more 
to prove an old argument shared by us for 
a long, long time—that once the displayman 
wins the respect and confidence of his firm 
he is master of his job. In brief, if every 
man’s home is his castle, every displayman’s 
job is what he makes it! 


Malcolm J. B. Tennent 
Meier & Frank, Portland, Ore. 

It is my considered judgment that display 
themes in 1941 will take note of a new 
“realism’—a sound and_= sensible, but not 
stark, realism. It would be strange indeed 
if the months should turn out otherwise. 
Even if half a world were not at war or 
prostrate under a conqueror’s feet, we have 
the stern necessity of our own mighty pre- 
paredness program which can not but cast a 
sobering influence over the thinking of the 
American people whose servants we of the 
display medium are. 

This does not presage a servile subjec- 
tion to rudimentary forms—not less art, but 
more; an art, however, informed by sympa- 
thetic perception of changing ways of think- 
ing from which we could not escape if we 
would. It will be something of a test to 
adapt ourselves gracefully—to acquit our- 
selves with credit and honor, with dexterity 
and skill—but one from which I am confi- 
dent we shall emerge victorious if we recog- 
nize basic influences and use this knowledge 
to advance, not retard, the progress of our 
profession. 


Robert A. Campbell 

Evansville Dry Goods Company, Evansville 

There is every reason to believe that dis 
play in 1941 will continue to improve and 
expand as it has so rapidly done in the past 
few vears. 

\nd to what can these rapid strides be 
attributed ? Why, to the customers, of 
course! They are the persons who make 
retailing a possibility. Store management 
has found that more money expended on 
display promotion reaps greater results. 
That is why appropriations have been  in- 
creased and will so continue. The customers 
are becoming more and more impressed by 
display. They respond to clever windows, 
value windows, beauty windows, and institu- 
tional windows—as has been definitely 
proven to all engaged in retailing. Then, 
too, there has been a general increase in 
newspaper advertising rates due to a scarc- 
ity of newsprint paper, attended by the 
greatly added expense of procuring it and a 
buying-up of competition, or mutual com- 
petitive agreements in many cities. This in- 
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crease in rates has given greater apprecia 
tion for window displays where the mone 
goes farther and is at least equally produc 
tive of sales. 

So let’s keep plugging away at this vita 
business of day-in-and-day-out display. Let’ 
get along with our associates in the busi 
ness, for they can teach us much as to met 
chandise and customer reactions. Let's tr 
to plan more and keep our feet on th 
ground. Surrealism and other fancy fad 
and gewgaws are not for 98 per cent of u 
who are trying to sell merchandise, the store 
and ourselves. Let's not become set in ou: 
ways but try to keep an open mind and bx 
tolerant. 

Hard work and intelligence has put dis 
play where it is today. Those same things 
will maintain further and better display it 
1941. 


Donald J. Reisch 
Crawford & Zimmerman, Flint, Mich. 

I haven't much to say about 1941 now 
except that we're going to get a big “call 
to our colors’—red, white, and biue. In 
men’s clothing display it is hard to work a 
great deal of color into most windows, but 
with this national defense activity we're go 
ing to be able to work the “Old Glory” 
theme right into our displays and give them 
a good wallop. <A surprising amount. ol 
spring merchandise turns this way. Let's 
call our windows to attention and “dress 
them right” in 1941. 





Wesley P. Foster 
Davis Schonwasser, San Francisco 

I believe in 1941 we will again have to take 
our hats off to the display producers—that 
is, the manufacturers of display settings, 
papers, ete. 

I also believe that colored lighting could 
be used to more advantage than heretofore: 
of course that is a problem for each display- 
man to work out. Joseph Apolinsky’s article 
in the November issue of DISPLAY 
WORLD could be very useful in planning 
color combinations. This powerful factor 
in stopping people has been used very little 
out here, where plain white spotlighting is 
used extensively, but in my opinion a_ fat 
greater pulling power could be achieved by 
using color. 


Donald D. Kester 

Rothschild & Sons, Inc., Kansas City, Mo. 

Random thoughts on display, past and 
future: 

Being a confirmed believer in dramatiza- 
tion, my contention is that the coming yeat 
will produce far more good common-sens¢ 
glamorized merchandise displays than any 
of the past years. 

Displaymen who have gone forward have 
set a definite goal some time in the past, 
steadied themselves on the course, and 
steered straight ahead to their destination 
To mix a metaphor, they may have been in 
a rut or groove tor a time, but had it not 
been for the hard work necessary to get out 
of the rut these men would never have got 
anywhere. The ruts make one appreciate 
the smooth road up ahead. 

Let's resolve to make at least one major 
improvement this year; maybe one every 
month. Buy a new mannequin, some new 
properties and materials, and really install 
some new, outstanding displays. 
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Let's don’t sit idly by and accept things 
they are; let's get up on our hind feet 
id push this display business to the fore 
. and get the job done this year. 


Edward J. Perrault, Jr. 

The Fashion, Houston 
My own outlook concerning the coming year 
is quite an optimistic one which is gauged 
from the amount of business done at the 
end of 1940—especially during such a period 
of economic differences and war crises; it 
all being above our expectations leaves us 
in a Whirlwind to go forward rather than 
with a hangover and atraid to move.  Dis- 
play will move likewise—we will be more 
definite—and to the point—sane and more 
comprehensive displays. Our pictures must 
be painted with realism—for as the year 
progresses the pulse of the buying public 
has a tendency to beat slower and it takes 
just that (good display) to give it strength. 


Census Bureau Releases 
Figures On Industry 

In 1939, the United States had 1,386 estab 
lishments engaged in the manufacture ot 
signs, advertising displays, and advertising 
novelties, according to a report of the 
Bureau of the Census giving preliminary 
figures for the industry's operations. These 
firms manufactured signs and other products 
valued at $87,625,220, compared with a total 
of $75,722,835 in 1937, a gain of 15.7 per cent. 

Neon-tube signs accounted for the largest 
fraction of total value of production and the 
next most important group of products, in 
terms of total value, were advertising nov 
elties. 

Other items and their factory value as 
reported in the 1939 Census of Manutac 
turers are: 

Window .and lobby cutouts and displays, 
$12,269,527 ($10,744,780 in 1937). Metal signs, 
$9,173,754 (1937: $7,324,111). Process signs, 
$6,461,689 (1937: $5,326,411). Outdoor o1 
highway signs not specified above, $4,011,499 


(1937: $3,608,381). Miscellaneous electric 
signs and advertising devices, $3,545,868 
(1937: $1,970,560). Other signs, $5,725,835 
(1937: $5,375,727). Cards and posters, $2, 


359,436 (1937 : $1,584,105). 

Signs and advertising novelties not re 
ported in detail, $3,700,090, and, sign letters, 
$534,992. These two groups were reported 
together in 1937 with a total value of $4, 
032.672 

The industry gave employment in 1939 to 
17,006 wage earners and 3,271 salaried 
workers, who drew $20,557,406 in wages and 
$8,167,527 in salaries. In 1937, the 1,001 es- 
tablishments then reported in the industry 
employed 16,042 wage earners and 3,815 sal 
aried workers. Wages paid amounted to 
$19,181,363 and salaries to $8,129,347. 


"Collegian" Sleeve Forms 
Introduced By Goodman 
The Goodman Flexible Sleeve Form Com 
pany, 19 West 34th street, New York City, 
has brought out “collegian” sleeve forms 
d offers to send a sample pair on approval 
displaymen or display studios requesting 
m on company stationery. 
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—the smart new 
mannequins 
that give you 
strength 
without weight! 


*style=rite”’ 






















With “style-rite’’ mannequins in your 
shop you're absolutely certain of 
fashion-right displays for your coats, 
Ww suits and dresses. ‘Style-rites’’ are 
durably sculptured to exact anatomi- 
cal proportions . . . because garments 
sell best when they're shown under 
Jobbers: actual wearing conditions! See your 
Write today jobber today: if he is unable to supply 


for facts you with “style-rite’’, write to us. 
about the 
fast- selling 
**style-rite”’ Also, Complete Assortment 


igure line! j y i 
figure line of Children’s Figures 


MANNEQUIN DISPLAY STUDIO 


27-31 Bleecker St., near Lafayette, NEW YORK 
Algonquin 4-8968 

















\ It Pays to Display 


\ Your Southern Wear 
| on Fresh, Green 


| EATON 
GRASS MATS 


These close-cropped velvety-smooth grass 
mats add charm and sales appeal to your 
important merchandise displays. 


b> 


| For quick delivery, call your local display 
| jobber. 


EATON BROTHERS CORP. 


HAMBURG NEW YORK 
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_ a AETNA OFFERS YOU 


Put that Tropical Appeal PICTURES IN WOOD 


e : : Here is a real seller for the display 
in your Spring and Summer Displays field — wood inlays. These five-ply 


with NATURAL BAMBOO dati plaques are made by skillfully fitting 


together numerous pieces of rare 


Immediate delivery from the largest stock in the woods. Both foreign and domestic 
U. S. All sizes from % inch to 7 inches in diameter woods are used to form the various de- 
Write for samples of Fabricated Bamboo and Bam signs available. As many as twenty 
boo Screening. COMPLETE LINE OF NOVELTIES. different woods are used in some of 


these artistic pictures. 


‘loor and wall coverings, 
TROPICAL ! matting, Chinese hats. Write us today for prices and our 


; ; al 
trays, tapa cloth, thatching descriptive folder!! 


PACIFIC BAMBOO PRODUCTS, INC. AETNA PLYWOOD AND VENEER 


731 Elston A Chicago, Ill. 
6701-15 Eleventh Ave. Los Angeles, Calif. J an a ne 
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RESOLUTION 


for 1941 


GLOSSI- 
ROLL 


FOR THAT 
GENUINE TOUCH 
OF THE UNUSUAL 
WHICH YOUR 
WELL-PLANNED 
DISPLAYS DESERVE 




















The wide preference for 
GLOSSIROLL must be de- 
served. GLOSSIROLL DIS- 
PLAYS are strikingly origi- 
nal, exciting in color, clean 
and durable in construc- 
tion. Detailed information 
on request. 












EXCELSIOR 


PAPER SPECIALTIES 
CO. INC. 
622 W. 57 ST., NEW YORK 
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ADVERTISERS AND 1941 DISPLAY 


[Continued from page 16] 


best rewards in business. We have a longer 
check list of do’s and don'ts for display work 
than for our general advertising. Points 
we consider extremely important are human 
interest, feminine appeal, newsiness, and 
close coordination of display to the product. 
D. F. Horne 
Sales Manager, Wamsutta Mills, 
New Bedford, Mass. 

Departmental and window display of na- 
tionally advertised products is of invaluable 
importance in building sales. 

The display gives a direct and definite tie- 
in with national advertising of the product 
and brings it forcibly to the attention of the 
consumer. We have found this to be true 
in our case, inasmuch as we have had det- 


inite increases in sales as a result. 
H. L. Hochstein 
Stein Bloch Tailors, Rochester, N. Y. 

From the point of view of firms who have 
nation-wide distribution, such as Stein 
Bloch, we consider window display an enor- 
mous help to all advertising. No matter 
how expressive advertising itself is, show- 
ing of the merchandise in windows and _ in 
stores serves to secure eye appeal, which in 
our opinion is of equal importance with ad- 
vertising itselt. 


A. W. Little 
Advertising Manager, Rollins Hosiery Mills, Inc., 
Des Moines 

It would be rather difficult to plan any 
kind of merchandising promotion without 
the important ingredient “display.” Display 
puts the “come hither” look into the eyes 
of the store (window). It furnishes an im- 
portant part of the continuity between the 
advertising and the actual merchandise sec- 
tion of the store which dispenses the goods 
advertised. 

Merchandise which is nationally adver- 
tised benefits the retailer in direct ratio to 
the amount of display and local advertis- 
ing put back of it. A nationally advertised 
brand name is turther embedded into the 
minds of the consuming public through its 
display in local retail stores whose unques- 
tioned integrity is a recommendation § for 
that merchandise. When a merchant. in- 
stalls a display of a certain brand of goods, 
he is really telling the trade that “this mer- 
chandise upholds the high standards of qual- 
itv we have set” and it behooves the manu- 
facturer of that merchandise to see that 
those standards are not permitted to decline. 


N. H. Terwilliger 
Sales Promotion Manager, Zenith Radio Corp., 
Chicago 

In my opinion, window and floor displays 
are the most inexpensive form of advertising 
that any manufacturer can use. They are 
the only media for expressing the manutac- 
turer's advertising message direct to the 
public at a very minimum cost. 

Properly executed window and floor dis- 
plays, tied-up with the manufacturer's na- 
tional ads, more than triple the value of 
this advertising. More and more manu- 
facturers are becoming conscious of the im- 
portance of floor and window displays mak- 
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ing a tie-in with their national campaig: 
In this way they are sure of receiving fu 
value for their advertising dollar. 


D. L. Hinegardner 
The Oakford Company, Peoria 

To make merchandise available throug 
display is to prey upon the imagination « 
the average individual in a way that wil 
cause him to exercise his own perogative 1 
buying. Such buying eliminates sales effor 
reduces the expense of selling to a minimun 
and leaves with the purchaser the satisfac 
tion of having made a selection through hi 
own good judgement. 


A. B. Simmons 

The Griswold Manufacturing Co., Erie, Pa. 

The nationally advertised product, prop 
erly displayed, is well on its way towards 
making sale to the consumer. Certainly th« 
next most important step to follow nationa 
advertising is an attractive display of the 
merchandise advertised and, in my opinion 
both are about the two most important ele 
ments in presenting goods for the approval 
of the consumer audience. 

Department stores and dealers who sell 
housewares are eager for interesting dis 
plays, either animated or static, to show 
their customers what the industry is doing 
to give them in the utensil, gadget, or appli 
ance to make life easier and more worth 
while. 

M. W. Dallas 
Advertising Manager, E. C. Atkins & Co., 
Indianapolis 

For years we have supplied our retail 
outlets with both window and counter dis- 
plays of one type or another and have found 
them very beneficial. In fact, some of our 
most successtul programs have been those 
which were definitely tied up with displays. 

With so many innovations, fixtures, lights, 
etce., together with manufacturer’s material, 
one sometimes wonders how it is possible 
for dealers to make a “bum looking” 
window. 


Fluorescent Lamp Cost 
Is Further Reduced 

Two companies have announced price re 
ductions ranging from 10 to 15 per cent on 
fluorescent lamps, the changes taking effect 
January 1. The manutacturers are General 
Electric Company, Cleveland, and Hygrade 
Sylvania Corporation, Salem, Mass. Each 
attributes technical improvements in manu- 
facturing facilities and swift acceptance ot 
fluorescence by the public as responsible for 
the lower price. Since fluorescent lamps 
were placed on the market approximately 
two years ago their cost has been steadily 
reduced until it is now about half of the 
original price. 


Ellis To Supervise 
Store Display 

Lloyd H. Ellis, formerly with Amos Par- 
rish, New York City, and The May Com- 
pany, Denver, has joined Hens & Kelly, Inc.. 
Buffalo. In addition to having charge of 
advertising and arranging sales promotion 
activities, he will supervise window display. 
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DISPLAY STUDIO PROBLEMS 
[Continued from page 30] 
his ideas regarding its necessary changes, 
and much other helpful data. 

He now goes to work again and with the 
information at hand produces a pencil draw- 
ing in perspective, much cleaner this time, 
incorporating the additions or changes nec- 
essary. It is well to add a few dimensions 
here to facilitate the estimating department 
and to help the customer in locating any spe- 
cial equipment or furniture. 

The sketch is presented again and_ this 
time one of two things occurs. Either the 
customer signs the order and a color sketch 
is made, or the color sketch is made and 
then the final agreement is reached. 

Color sketches are most effective when 
rendered in air-brush medium or water 
color. However, there has been some very 
fine work done in colored pencil. 

The working drawing, of course, follows 
the order of an exhibit. This should ad- 
here strictly to the design as submitted in 
sketch form, and should the design have to 
be altered to a major extent, due to me- 
chanical difficulties, these changes should be 
discussed with the client. 

The smoothness of shop operation and 
the successful completion of the display are, 
of course, in direct proportion to the accur- 
acy and completeness of the working draw- 
ing. An error at this stage of the pro- 
cedure can prove very troublesome and 
cause much costly delay. 

\ny way you look at it, there’s a thrill 
to this business of design—the thrill of 
seeing a child of your own imagination 
grow from just an idea into a_ physical 
reality that actually 
thing in the business world. 


accomplishes some- 


Keenan And Meyer Join 
W. L. Stensgaard 

James H. Keenan has joined the New 
York City branch of W. L. Stensgaard & 
\ssociates, Inc., where he will handle sales 
promotion work for manufacturers. He was 
formerly sales promotion manager for The 
Golden Rule, St. Paul, and prior to that 
time with Allied Stores, Inc., also serving in 
a similar capacity with L. S. Donaldson 
Company, Minneapolis, for six years. 

Ralph <A, 
promotion manager for the Neva-Wet Cor- 
poration of Canada, has also, joined the 
Stensgaard organization and will handle 
special display promotions, including the one 
based on Walt Disney's “Fantasia,” and 
itinerant promotions for retail 


Meyer, for three years sales 


display 


stores, 


Company To Specialize 
On Floral Novelties 

Decorative Creation & Art Flower Com- 
pany has opened new display rooms and 
factory at 26 East 22nd street, New York 
City, to specialize on the design and crea- 
tion of decorative floral novelties, set pieces 
and baskets for windows and interior dis- 
plays. A new spring creation for floorings 
and backgrounds is of a combination rattan 
and cork material applied to flexible dis- 
Play paper. Werner Leburg is head de- 
siener, Harry Spiro is decorative artist: 
with Julius Silber, road representative, they 
comprise the firm. 
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MILIKL 
TUVWK 


ABCDEFGHIIK 
ABCDEFGHIIK 
ABCDEFG 


HECDEFG 


abcder 
TIFBCDE 


ABCDE 


\Sep 
ABC 
HBCL 


HULL 


MITTEN’S 
Display Letters 


Molded, White Kaolin 
Composition Letters 

ULTRA-CLEAN, STEEL-CUT 
APPEARANCE 

HIGH RELIEF OF 3/8" 

depending on size 
FURNISHED IN THREE TYPES: 

(1) Imbedded steel pin-in-back 


letters for rapid mounting on 
semi-soft backgrounds. 


to ¥ 


(2) Pinless, sanded-back letters 
for cementing to glass or 
other hard backgrounds. 

(3) Track letters with lug molded 
on base for use in vertical or 
angle tracks. 


Cost Less than Wood Letters for Same 
Depth of Relief and Degree of Finish 


Will take any kind of color—show-card. 
lacquer spray or dip, ete., or better yet, 
ean be rolled with an ink roller after 
letters are in place. 


MODERN AS TOMORROW 
TIMELY AS TODAY! 

Over 50,000 Mitten letters were used at 
San Francisco and New York World's 
Fairs. Used by finest stores from coast to 
coast—a directory of our letter users reads 
like a “Who’s Who” of American trade 
and industry. 
For those who want the best priced 
reasonably. 
For sale by up-to-date jobbers all over the 
United States. 


Vanufactured by: 
MITTEN’S DISPLAY LETTERS 
Redlands, Calif. 
Distributors: 

LOR SALES CO. 

160 KE. 3d St., Los Angeles, Calif. 
BRANSBY & HEWITT 
1600 Broadway, New York City 














WINDOW DISPLAY 


MATERIAL 


BECKER SIGN SUPPLY CO. 


Baitimore, Md. 


314 N. Eutaw St. 


THE “REVOLVING SALESMAN” 
AC DISPLAY TURNTABLES 


Noiseless—Inexpensive 
Write for Details 


WOERNER ADV. & MFG. CO. 


BELLEVILLE, N. J. 
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VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47-West 57th Street 


NEW YORK, N.Y. 
PLAZA 3-5968 


Complete 
photographic files 


Studio Still Lifes 


Reprints 
always available 


at moderate prices 


Window 


and Interior Display 
Service for Department 
Stores and Specialty 


Shops — mailed weekly 


Complete 
information and samples 


sent on request 
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RETAILERS AND 1941 DISPLAY 
[Continued from page 9] 

We are such firm believers in good display 
that our display budget has been greatly in- 
creased so as not to hamper this department 
in their planned promotions, personnel, etc. 

We believe in tying window display with 
interiors and advertising. 

Displays should be simple, well-drama- 
tized, and timely, striving always to be 
beautiful, but carrying a tremendous sales 
appeal. 


Brown S. McPherson 

Manager, The Broadway-Pasadena, Pasadena 
With reference to display for 1941, par- 
ticularly as we see it here in The Broadway- 
Pasadena, this is going to be as effective a 
promotional medium for us as newspaper 
advertising. The beautiful and modern win- 
dows which we have installed are one ot 
the most attractive features of the store and 
it is our intention to do as outstanding a 
job of window and interior display as we 
possibly can. We have engaged a force and 
are setting up the necessary budget to see 
that this is done. 


Morton Simpson 
Burger-Phillips, Birmingham 

Nineteen-forty-one should bring the men 
and women in display the fullest apprecia- 
tion for their abilities. I find them more 
cognizant than ever before of the possibili- 
ties of their profession, into which they 
have injected a merchandise sense that was 
an unknown quantity in “window trimmers” 
a decade ago. In days gone by the inspira- 
tion was always generated in the advertising 
office; now we find ourselves being inspired, 
and not infrequently, by some novel approach 
worked out by our display department. It 
may be that we are more fortunate than 
most stores in this respect, but I have the 
feeling that the entire profession has  at- 
tained greater stature. 


J. B. Juster 
President, Juster Brothers, Minneapolis 

I had oceasion this fall to visit a number 
of fairly good-sized cities in the East and 
Middle West. To me it was a revelation 
to notice the improved job of window dress- 
ing and displays among some of the men’s 
stores. There seems to be an added touch 
of character and individuality to the presen- 
tations. 

The men’s 
proved understanding in the manner of their 
appeal to the public. It is a fact that dis- 
plays usually are a reflection of the mer- 


stores are showing an = im- 


chant's approach and viewpoint of his busi- 


ness. 


Harry E. Ullman 
President, The Goldenberg Company, 
Washington 

Dramatic, artful selling displays for 1941 
will be the answer to more and better direct 
returns from your window displays. 

Windows were created as the eyes of a 
store to see more and more, and finally sell 
more and more. This can only be accom- 
plished when you give more and more time 
and thought to display. In the same manner 
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that time and thought are so essential t 
daily promotions. When you give less tim 
and effort to your windows you are givin 
less time and thought to your business. 
Display is secondary to no other functio 
of retailing. 
T. J. Twentyman 
Advertising and Sales Promotion Manager, 
Loveman, Joseph & Loeb, Birmingham 


Windows are coming to be more importan 
in the retail picture. First of all, they ar 
pictures; then, well done, they are invitins 
to look at, educational as well as suggestive 
So in *41 most stores will see to it that win 
dows are given their share of budgets, thei 
share of competent help, and their share o 
the appreciation for a faster-moving, harder 
hitting, more scientific selling urge. 


William H. McLeod 
Sales Manager, Wm. Filene's Sons Company 
Boston 
As I look around it seems to me that de 
partment store displays are improving yeat 
by vear, both in quality and quantity. Much 
more emphasis is being put on “sell” and 
new ways of bringing merchandise favorably 
to the customer's eye are springing up. And 
yet the opportunities for improving are still 
unlimited. Good department and window 
displays occupied a much more important 
place in the sun—and in the minds of store 
principals—in 1940. They will occupy a still 
more important place in 1941. 


Harry D. Ross 
Merchandising Manager, Leopold Morse 
Company, Boston 

Displaymen must look forward to the new 
key-note in the march of fashions and the 
parade of color. 

With national defense and the draft, dis 
playmen will have to stand watch and be 
alert with promotional ideas and trends that 
are affected by these conditions today. We 
see a tendency in color that denotes the 
army, navy, and aviation such as—sky blue, 
blue-gray, and olive drab shades. Fabrics 
lean towards the military side in- such 
things as cavalry twills, gabardines, coverts, 
etc. 

These facts are mentioned because as the 
country leans towards these tendencies, and 
the fabrics and colors being accepted, the 
tie-up with displaymen is important. 


W. O. Swanson 

President, Nebraska Clothing Company, Omaha 

Since the reorganization of this business 
it has been our decision to further appre 
ciate the necessity and the importance ol 
our window displays and our publicity. 

We are definitely going to concentrate to 
a greater extent on our whole merchandis 
ing program. Our endeavor will be one ot 
promoting and displaying the sale of mer 
chandise that is most wanted. It is within 
our plans to make our furnishing displays 
much more inviting than we have, and we 
have come to the conclusion that while thx 
clothing is a large part of our business we 
are to give the furnishing goods more con 
sideration, such as giving an entire window 
to neckwear, or possibly shirts, and sep 
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GLAMOUR 
---On Display 


There is a big story behind the display 
opportunities available to you with Fairy 
ALLURETTES, 


Fairy PROPORTIONED 


Forms, and Fairy ANKLE-H1 Forms. 


This is the story of beautiful, glamorous 
displays, literally packed with allure and 
an exotic appeal that creates a real buy- 


ing urge. 


The three folders illustrated above tell 
you this important story concisely but 
interestingly. They illustrate and de- 
scribe the Fairy Form styles that are 
proving so pr ypular throughout the nation 
today. These folders may suggest many 
display ideas and opportunities that will 
prove valuable to you during the busy 


Winter and spring sales seasons. 
ach of the three folders is complete 
with full details regarding colors, sizes 
and prices and contains important infor- 
mation that you will want. 
Write today for your 


“Glamour on Parade’ folders 


SHOE FORM CO. Inc. 
AUBURN, N. Y. 





DISPLAY WORLD 


This is something we have not 
heretofore. 

I believe all merchants feel the prepared- 
ness program and the militaristic influence 
on all of our daily actions will have a bear- 


arate items. 
done 


ing on wearing apparel this coming season 
or seasons. 

To summarize our thoughts, I believe we 
can cover it in a few words with this state- 
ment: concentration of effort and_ hitting 
hard is the thing we wish to display 
publicize. 


and 


Ernest Maas, Sr. 
Ernest Maas, Inc., Tampa 

I think for a successful, ad- 
vertising and promotions should tie-up with 
window display, which is not very hard if 
these things are planned in advance. As a 
matter of fact, I think they should be, and 
once planned there should be no change. 

Window displays for 1941 have many ad- 
vantages. Never before has the display man- 


store to be 


ager had so many events and so many 
changes in the merchandising field to look 
for. New ideas develop almost daily that 


influence window displays, as well as mer- 
chandising and advertising. 

and 
navy will play quite a part in store promo 
tion for the coming season, which will prob- 
ably continue until the war is over. 


There is no question that the army 


Windows and interior displays today are 
not alone being used as displays, but also 
Schools, 
devoting 


clubs, 
time to the 


education. 
individuals are 


for consumers’ 
and 
study of merchandise. 
effort 
to make these as attractive 


Therefore, every should be made 


as possible. 


Charles H. Bear, Jr. 
Charles H. Bear & Co., York, Pa. 
Change occurs in all lines of human en 
deavor and 1s a process so common in this 
of invention, mechanization, and 
that it attracts any 
But, thinking of the subject | 
asked to comment upon, I am impressed by 


day prog- 


ress scarcely attention. 


have been 
the tremendous variety of changes in the 
We all are 


evolution in 


field of display. familiar with 
the constant 


tion technique and have constantly observed 


window. installa- 


the new ideas advanced by displaymen 
everywhere. 

What, then, does this retrospect of past 
happenings have to do with 1941? The 
secret is this: I believe the next year can, 


should, and will show new development. in 


display directors—those men who so_ few 


years ago were called “window trimmers ;” 


those men who window 


which 


strove to put in a 
“look and 


men then 


would nice” please the 
their 


inte- 


those who confined 
efforts to 


riors.” 


“boss :” 


“decorating windows and 


What are they considered now? They now 
are executives; each one of them by his own 
individual ability 
his particular organization. Now they do not 
only strive to “sell.” 
They do not trim windows, they merchandise 


determining his place in 
strive to please, they 


them, using technical and mental skill in de 


termining just how to advance their firms’ 
income. 
But, you say, what of settings, back- 


grounds, lighting, ete. These are incidental 
to me in looking to 1941. The display direc- 


tor who strives for mental and _ technical 
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WILLIAMS 
FIRST 


PLASTER FURNITURE 


Ranwit Tallei 


toh 


SURREALIST WINDOWS 


Lord & Taylor 


toh 


IN MANY OTHERS 











THESE FIRSTS ARE THE 
DIRECT RESULT OF PER- 
SONALLY MEETING THE 
EXACTING NEEDS OF IN- 
DIVIDUAL DISPLAY MAN- 
AGERS. 


DISCUSS YOUR CURRENT 
DISPLAY PROBLEMS 
WITH US. 


STUDIO 


89 W. 3rd St., N. Y.C. 


Algonquin 4-6078 
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OUR 
SPRING LINE 
IS NOW READY 


This Includes A 
Number Of 


NEW 
DISPLAY 
NOVELTIES 


Write For Catalogue 
and Samples 


ELDREDGE SALES CO. 


110 E. 42nd St. 
New York City 


Tel. LEX 2-6176 














MANNEQUIN JOBBERS 


New Lines In 


Ladies’, 
Men's, Chil- 
dren's figures 
and forms. 
Style and 
durability for 


lowest prices. 


We feature 
the newest 
style  cellu- 


stra wigs. 





DISPLAY MANNEQUIN, Inc. 


257 WEST 17th ST. NEW YORK CITY 








REDIKUT LETTERS 


DIE CUT CARDBOARD LETTERS 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 


$24 S. Spring St. Los Angeles, Calif. 
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DISPLAY WORLD 


ability and merchandising knowledge has 
gained far more than a mere physical knowl- 
He has 
learned the basic secret of success. That is, 
not a superficial, flashy, pseudo-knowledge, 


but the basic ability to be acknowledged as 


edge of his window properties. 


a successful executive. 
This type man can choose his own posi- 
and hold it with credit and 


for both himself. 


securely 
his firm 


tion 
success and 

Joseph E. Chastaign 
The Lintz Department Stores, Guthrie, Okla. 


My opinions for 1941 are fundamentally 
the same as they were for 1940. I think dis- 
play at all times should tie-up with the 
store’s promotional efforts and I still feel 


that display is one of the most important, if 
the important, mediums of 
senting a store's wares to the public. 


not most pre- 


Giibert Greentree 
Meyer Greentree, Richmond 

As a retailer, I believe the proper thing 
to bear in mind for 1941 in our displays 1s 
to stress as far as possible “Clothes for the 
occasion,” with a strong emphasis on “Com- 
the strongest emphasis being 
on “outdoor apparel.” In catering to the 
man’s viewpoint, [ think we should make it 
a point to time our displays in such a man- 
ner as to the man decidedly more 
sportswear-conscious as the season tor this 
this will in 


fort in dress,” 


make 


type of apparel approaches 


turn bring in considerable additional busi- 
ness. 

Likewise, I think we should make men 
more color-conscious, as I think this will 


promote a vastly increased volume in men’s 
wear; our windows should be attuned to this 
color-conscious It can be brought in 
from time to time in the patriotic theme, in 
line with our present-day times. 

behind additional busi- 


idea. 


The whole theory 
making a man or woman believe 
they want merchandise rather than waiting 
for the time to arrive when they need it and 


ness is. 


must buy. 

I believe if we will build our displays 
around these theories we will be headed in 
the right direction for a prosperous 1941. 


Gordon J. Weisbeck 
Advertising Manager, The Wm. Hengerer 
Company, Buffalo 
Display has much for which to be thank- 
ful! It is the only advertising medium that 
can not be overwhelmed with double-page 
It does not depend upon the twirl 
of a dial. It is comparatively 
nomical. It is the only medium that 
effectively introduce a new color, a new sil- 
houette, or any other fashion trend. There 
is no cleaner medium than display, and this 


spreads. 
radio eco- 


can 


was true long before we had a Better Busi- 
ness Bureau. 

Keep in mind, however, that in display you 
get in the last word . at the point where 
the purchaser reaches her decision between 
brands. 

For this reason, 1941 presents a challenge. 
It will be a haste and 
bustle. Display, must be bold, 
with an insistence that commands and gets 
attention. It must create a quick, compact, 
vet pleasing impression. It must be efficient 
(it generally is) and resultful (it will be!). 


vear of even more 


therefore, 
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Ross M. Dalbey 
Publicity Director, Younker Brothers, Inc., 
Des Moines 
Nineteen-forty-one display, it seems 


me, will strive to tell a diverting story. 
dramatic attenti 


must be more to gain 
from a public distracted by fast-movir 
local and world events. 

There are things more important. th: 


buying clothes in the minds of women thes 
days—and display must do a stronger sel 
ing job. The patriotic motif may be uss 
more frequently—as in many stores durin 
the Christmas season just past. 


John C. Williams 
Secretary, L. Bamberger & Co., Newark 

With the headlines in the papers shoutin 
“War in Europe,” and the peopte in this 
country thinking constantly of rearmament 
and unification, a reaction of some kind in 
merchandising, and consequently in the vis 
ual interpretation of that reaction, should 
take place. 

I feel, all this uncertainty 
people are going to react to a lighter and 
more sentimental approach to their moving 
pictures, the books they read, and subs« 
quently to the displays they see. 


because of 


Lawrence B. Sizer 
Advertising Manager, Marshall Field & Co., 
Chicago 

The eves of another year are focused on 
the retailing horizon, and it is time to repeat 
the adage: “Our plan of display in 1941, at 
point of customer contact, is to present the 
attractive manner 


merchandise in such an 


that Mrs. Shopper will become Mrs. Pos- 
sessor.” 

While this formula contains no new 
thought, 1941 presents a challenging new 


twelve-month period—or twelve opportuni- 
ties—in which to prove fundamental display 
merchandising. When we analyze the results 
of the period just passed, the outstanding 
display or advertising performance seems to 
be that in which decoration did not detract 
from merchandise. 
It is so easy in retailing to hang our 
advertising or display story upon the obvi- 
even though the merchandising story 
contains selling or fashion facts which, if 
brought to the customer's attention, would 
prove the “point-of-sale.” All too often, we 
take the hard way around and confuse the 
issue with obvious statements and displays 

In 1941 we shall try to test and prove the 
following theories : 


Ous, 


1. Simplicity of presentation inspires pur- 
chasers. 

2. Ease of customer comprehension makes 
sales. 
3. Merchandise timeliness is still the most 
underworked incentive to customer buying. 


Greenberg Forms 
Own Business 

Edward Greenberg has opened a new bus'- 
mill agent for display papers and 
display fabrics at 137 West 
Broadway, New York City. Ribbons, jac- 
quards, quilted  leatherettes, cotton 
goods are handled with a = specialized line 
of display supplies. 
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Jerome Walter Forms 
Own Company 

One of the latest developments in display 
is the Display Laboratory, operating in New 
York City under the direction of Jerome E. 
Walter, formerly display director of the 
Namm Store, Brooklyn, and prior to that 
in charge of display for Gimbel Brothers, 
New York City. 

In the laboratory are several dummy win- 
dows, in which dramatic settings are created 
for various brands of merchandise. These 
are photographed and prints made for the 
manufacturers of the wares, who in turn 
refer the suggested settings in visual form 
to their dealers. Interior displays are han- 
dled in a similar manner. It is said that 
the aim of the laboratory is to save the 
display manager time and to suggest selling 
display ideas that may help both the manu- 
facturer and the retailer. 

William Cahill Appointed 
Convention Director 

William E. Cahill, Goldblatt Brothers 
State street store, Chicago, has been ap- 
pointed director o: the 1941 convention of 
the International Association of Display 
Men to be held at the Hotel Sherman, Chi- 
cago, June 23-26. The appointment was 
made by Joe McCann, S. Kann Sons Com- 
pany, Washington, president of the associa- 
tion. A tentative line-up of program activi- 
ties has been made by the Display Sales 
Promotion Club, host to the convention, and 
formal work on the event will soon get 
under way. 


Clark Introduces Stock 
Displayers Of Plastic 

The George V. Clark Company, Inc., 42-26 
l3th street, Long Island City, N. Y., has 
announced a line of “See-Thru” dispenser 
displayers Monsanto “Vuepak.” 
The use of dispensed displays that provide 
full vision of the merchandise has grown 
rapidly during the past two years, and it is 
to meet a growing demand for stock designs 
in such displays that the new list has been 
prepared. from tapered pails 
and tall wire-frame 


hoods. 


made of 


Types vary 
cylinders to simple 


Mac Kleinman 
On Tour . 

Mac Kleinman, who is treasurer of the 
\ce Paper Company, Inc., New York City, 
in addition to being in charge of that firm’s 
display division, is now on a comprehensive 
tour of the company’s distributors through- 
out the country. A number of interesting 
additions to the “Velvelur” line has been 
made, it 1s said, which contains background 
papers from 119 to 49 inches in width, plus 
decorated backgrounds, panels, and the like 
Literature is now available. 

Hugh Horner 
Resigns 

lor several years in charge of display for 
I. Miller & Sons, Inc., retail stores in New 
York City, Hugh Horner has announced his 
resignation. 


not 


His plans for the future have 
been made known, nor his successor at 


Miller's, 
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CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSigns @ Backgrounds 
@ Fixtures 


@ Displays 
Send for free Sample and Literature 


228 NO. LASALLE ST. 


Carstenite Sales “* ciicxGo, iLL. 











USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 











ANIMATION MECHANISMS 









Difficult mountain crags do not baffle 
the Chamois-he takes them with ease. 
Nor do difficult animation tasks baffle 
FLEXO*ACTION units. Use them on 
your next job. Be sure of your ground. 


TURNTABLES —30 TO 1000 LB. DISPLAYS 


MERKLE-KORFF GEAR CO. 


211 North Morgan Street Chicago, Ill. 




















PLEASE MENTION DISPLAY WORLD 


WHEN WRITING ADVERTISERS 
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PLASTIC-BOW 


frosted, with multi- 
colored pastel - foil 
flowers: 


Dozen 


6” .... $ 5.00 
.... $12.00 
.... $18.00 
.... $24.00 
.... $30.00 








PAPER-LAMB 


fullround, freestand- 
ing, in white or pas- 
tel, with bright shiny 
flower wreath: 


High Each 
eT 6 ee $2.50 
a caren $4.00 
a ssp $5.50 
er $7.50 











141 WEST 40th STREET 
AT BROADWAY 
Tel.: Chickering 4-4737 

























*NEW ALPHABETS 


Following Modern 


SCRIPTS 


eNEW 


Trend 


Useful on Store Fronts 


®*NEW IDEAS 


For Sign and Display Men 


eNEW 


PRICE 


LIST 
4 .’ 


Effective Jan. 31, 1941 


Newark 


SPANJER BROS. 


Chicago 
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The Qshion-'Vane . -< 











Just before January goes completely June, 
or at least merry month of May, with a 
hey-nonny-nonny and many a pastel coat 
and suit and whatnot, someone is going to 
remember that Easter has not as yet ar- 
rived! That someone is thereupon going to 
promote some of those spic and span, get- 
your-man outfits in navy and white. 

This promotion will, as annually, be the 
sprinkle that foretells a deluge of 
spring navy. And what a deluge it will 
foretell! Because this is to be an American 
dominated spring, fashionably speaking, there 
will be a wave of navy bigger than ever, all 
surging ahead of other color notwithstand- 


early 


ing. 

For proper, 
women generally and likewise with many 
younger Americans, it will again be navy 
blue. This despite a “natural” progression 
into the more formal beige tones from the 
natural young America now. 
Yes, Easter will be navy popularly, despite, 
too, the carry-over of the all-time high in- 
terest in pretty pastels in January and Feb- 
ruary. 

However, we're getting a bit ahead of our 
story, even though the swing to navy can be 
foretold at any time now in the display of 
navy suits, especially costume suits with 
either full length or, more probably, longer- 
jackets. (Particularly good is the 
navy wool crepe costume suit with 
all around pleats in the skirt stitched down 
a goodly way to conform to the longer line 
of the jacket. Dress and jacket each should 
share of white 


Easter with the American 


favorites of 


short 
sheer 


have its crisp, spotless 
pique. ) 

Easter won't show up until April 13. this 
vear. (Yes, you may check that as a definite 
and positive prediction!) And as far as 
active sales interest goes, we won't even be 
knee-deep in navy blue until March, or 
until spring weather puts the public in the 
Easter frame of mind. So more later of 
what will be news in navy. 

There may be a more pronounced change 
of silhouette by that time, though this looks 
doubtful now. The sloping shoulder is find- 
ing few takers. But its influence is being 
felt in a general declaration for a less ex- 
aggerated, more natural, even though still 
padded-to-look-straight shoulder. And shoul- 
der news may be expected in the later spring 
coats. While not sloping, new spring coat 
shoulders will have attention value, every- 
thing from a slightly softer look to diagonal 
darts. 

Immediate fashion news, however, is to be 
found in color. It’s a situation that’s mak- 
ing fashion history! Holding good to this 
effect is the prediction of the Fashion-Vane 
in your December DISPLAY WORLD. May 
we refer you, then, to page 38 of that issue. 
Note that lack of silhouette news was pre- 
dicted and that color excitement was prom- 
That's still the line-up 
and the promise for mid-season. 

Colors in fashion are still the “naturals” 
for display promotions, and naturals are still 


ised in its stead. 


By FRANCINE POST =a 


“the” colors in fashion. So we 
naturals are good, better, and best, growing 
daily in importance. As expected, mid- 
January is witnessing a remarkable accept- 
ance for the natural colors first and for other 
light colors second, in sheer woolen dressvs, 
in new suits of course and in the new mid- 
weight with fur 
those with lynx-dyed collars. 

All of this is understandable enough. Nat- 
urals are essentially casual colors and _to- 
day’s trend, with American designers doing 
the directing, is toward the point of high- 
est acceptance casual styles. Casuals 
suit our mood and manner. Casuals fit in 
most everywhere, meet ready acceptance 
north, south, east or west and this accept- 
ance will be the magic that will make fig- 
ahead between now and_ Easter 


repeat, the 


coats collars, especially 


ures go 
selling. 
You have doubtless promoted casuals in 
December. You'll promote them again and 
again with heightened effects. Promote them 
with reference to the “Clamor for Casuals,” 
and promote them for all day, every day, 
in town or in the country. 

Promote the natural to tan to brown color 
first, with accents on the lighter 
(As the season advances there will 


families 
tones. 
be more and more accessory shades in these 
ranges, too.) Promote next other light, 
new-to-the-season colors. 

Though there are many of the tweedy, 
pure and simple country type of things for 
early promotion, there are even more ver- 
sions, with still more coming, of casuals for 
town. They're coming in in coats of classic 
English plaid patterned tweed; in the fleeces, 
downier and more luxury-looking and _ feel- 
ing than ever; in light and deeper monotone 
effects; in medium herringbone patterns and 
in tweed flecks. 

In some coats, but in more suits, a few 
naturals and early pastels Cadet 
blue, gold, and California muted pastels will 
come in monotone stripes, diagonal or up 
and down. More plain flannels in such col- 
ors will be seen. And early there will be a 
leaning to English patterned woolens_ in 
combinations with natural background, espe- 
cially in Glenn plaids and Tattersalls. Ofh- 
cer’s tan will be excellent in covert. Later 
it will be translated into various beige tones 
in wool with fine textures. 
And here it is important to note that dress) 
types of fabrics will be considerably modi- 
fied for the Easter season. In a word, today’s 
promotion of casuals will not be cancelled 


such as 


crepes mossy 


by a drastic swing to dressy styles later. 
Even the softer tailored styles will come in 
less formal fabrics. 

Twills will be notable by their scarcity 
Reps are being modified. Dorosa-like wool 
ens and mossy crepes, and in the luxury end, 
the elegantly soft rabbit mixtures, will give 
the casual touch to the least casual of the 
spring scene. Mannish fabrics are leading 
now, and with their easy-going, easily tail 
ored quality are setting the spring pace 
Fashions are as casual as their fabrics. 
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Best 
Yet? 


OUR NEW 


SPRING 
and 
SUMMER 


LINE 


[AMER AS /P 
\ fan | oe m@mva \ 

FABRIC CORPORATION. 
Complete Line of Display Fabrics & Accessories 


NEW YORK—1I30 WEST 46th STREET 


Chicago St. Louis Los Angeles San Francisco 
4 E. Lake St. 915 Olive St. 819 Santee St. 830 Market St. 


“SUNEFILTER” 


TRANSPARENT SHADES 


@Leatherettes 
@ Crashes 


@ Beach 
Cloths 


@ Cotton 
Roping 
eFish Nets 


@ Cork 
Products 


@ Bamboo 
Products 


@ Lamiluxe 
@ Papier 


Mache 
Novelties 


and hundreds 
of other items 


MAHARAM 
CAN FILL 
EVERY 
DISPLAY 
NEED 













— 











INSURE 


YOUR 


WINDOW 

DISPLAYS 

AGAINST 
FADING 


SUNFILTER SHADE CO. 
1063 South La Cienega Boulevard 
Los Angeles - - California 


(MADE TO MEASURE) 


DELIVERED COMPLETE 
WITH ALL FIXTURES 
READY TO INSTALL 
SAVES FADING LOSSES 
\ PRICES QUOTED UPON REQUEST 
































EVERYTHING 


in display materials and 
accessories for 


SPRING DISPLAYS 
GENERAL DISPLAY CORP. 


140 W. Fourth St. Cincinnati, Ohio 











DISPLAY WORLD 


Play up the fabric story in display promo- 
tions. 

Other points deserving a play soon are: 
as mentioned earlier, the white collar classes 
in navy suits, dresses, and later toppers; 
after navy blue, styles in cadet blue; navy 
reefers with emblems; all reefers with em- 
blems; all emblems on everything (again!) ; 
coats of the regiment, with plenty of swank 
and back pleats; casual coats with enough 
smoothness in their three button or wrap- 
around fit to pass formally or informally; 
suits with pleated skirts; suits with longer 
jackets whether their skirts be all pleated, 
inverted front pleated, or not pleated at all; 
longer revers on jacket suits. 

Highlight at least one military cape for 
wear over a crisply cut suit; at the other 
extreme dramatize feminine suits in pretty 
colored pastels, though in none the less 
casual fabric and cut. And in between point 
up prints with matching jackets, with 
plain background color wool jackets, with 
matching or plain full length coats. Prints 
are where the staccato colors come in. 

This season a lot of other color-minded 
items, from coats on, have snatched some oi 
the glory of ushering in spring from those 
traditional harbingers of spring . . . hats. 
But hats aren't going to be outdone in the 
matter of color, much less that of flowers! 
And they'll likewise continue to be teamed 
All of which 


seems to be more important than whether 


in accessory color promotions. 


or not they're forward sailors or backward 
bonnets. 


Flexible Wood Panels 
On The Market 


Solid wood panels that are completely 
flexible and can bend around curves and 
angles have been patented and placed on 
the market by I. E. 
tongue and groove construction, the = slats 


Freedman, Houston. Of 


come in various widths, heights, and fin 


ishes. They can be used for the construction 
of complete display backgrounds, walls, 
columns, plateaux, and the like. For stor 


age, the panels can be rolled to conserve 
space. Units constructed of these slats are 
said to be extremely sturdy, since the lengths 
are of solid wood. They are being marketed 
through several display distributors. 


"Look" Pays Tribute 

To Bliss Display 

report that the 
December 3 issue of “Look” contained a 
two-page spread of 
showing display construction in the work- 
rooms of Bliss Display Corporation, 460 
West 34th street, New York City. The accom- 
panying copy tells how Bliss, in 1938, built 


Somewhat belatedly, we 


fourteen photographs 


more than 200 “sentimental” windows—toll- 
ing bells, carolers, and the like; in 1939, 
more than 200 “tricky” 
Santas, snowstorms, and so forth; in 1940, 
250 displays that tell 
from Mother Goose to Americanism 


displays—television 


stories — everything 


New Location 
For Hodges 

Hodges Display Studio, Tampa, Fla., is 
now in new quarters at 216 East Cass street 
“Tod” Hodges is in charge. 
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new 
Glamour Leg 


Lucite support — 


permilsthe show- 
ing of entire hose 
without hiding 
foe or heel, yet 
cuts display 
space to absolute 
minimum. 


See your jobber 
or write us. 


°6’ > a 


4 


A) 


€ 


RUBBERLITE 


4 € 
S4iNsy BREAKAS 


RUBBER PRODUCTS, INC. 


2066 CANALPORT AVENUE 
CHICAGO, ILL. 


Beautifully 
formed new Rub- 


berlite hosiery 


displayer fills the 


long-felt need for 
a thigh-high 
single leg dis- 
play with plenty 
of space above 


the knee. 


Stands firmly on 
graceful Lucite 


support. 














BIRDS 


AND 


ANIMALS 


USED FOR 


Window Display 


Build sales because they 


Attract Attention 


Write for our descrip- 
tive folder giving rental 
prices by week and 
month. 

Also Glass Eyes for 
Manikins, Animals and 
Birds. 


Schoepfer 
Taxidermy Studio 


1200 Broadway at 29th 
New York City 
Murray Hill 4-2050 




















CRUISE 
DISPLAYS 


Large Variety of 


STARFISH 

SEA FANS 
GIANT SHELLS 
SMALL SHELLS 
CORAL 


Also Various Other Items for 
Display Purposes, such as 


ARTIFICIAL FLOWERS 
BIRCH POLES 
CEDAR POLES 
CEDAR BARK 


All at Attractive Low Prices 
Quotations on Request 


LOUIS SCHNEIDER 


6 E. 2nd ST. NEW YORK, N. Y. 
ORCHARD 4-3723 
Established 1900 




















ie 
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Sell With MOTION ™ 2 


If you want to sell displays . . . animate ‘them. 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains . 
that assures larger audiences, better spots and 
longer showings. 


Speed Way is Animation Headquarters 
For the manufacturers of displays, SpeedWay 
provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn- 
tables (skeleton or housed, 2 lbs. to 500 lbs. 
capacities). 

(4) Free Technical Service to display men. 
SpeedWay animation experts work out the 
most practical way to obtain specific mo- 
tions, speeds, synchronization, packaging, 


Animation makes displays easy to 
sell . . . makes them profitable to 
buy. Write for new Animation 
Manual and Motor and Turntable 
Catalog Sheets. 


SpeedWay Mig. Co. 
1839 S. 52nd Ave. 
Cicero, Ill. 
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Display Equipment Makers 
Form Association 


An organization known as the Associated 
Display Equipment Manufacturers has been 
formed in New York City with the ex- 
pressed aim of working out a program of 
mutual cooperation as a national body to 
aid the display industry, its affiliates, and 
the buyer of display equipment. 

A.D. E. M. is said to combine all branches 
of the display industry, including manufac- 
turers of metal, wood, glass, and plastic fix- 
tures, display forms, mannequins, back- 
grounds, decorative sculpture, and other 
types of equipment used in display. 

A publicity and advertising campaign is 
planned to establish prestige for the indus- 
try, with publication advertising to serve as 
a buyer's guide to the highest type of mer- 
chandise and service, according to the asso- 
ciation. Group advertising for individual 
manufacturers offering their products and 
services will be impartially arranged so that 
the buyer can make his own selection. In 
this connection, the services of advertising 
counsel would be available to those desiring 
assistance in planning their advertising. Also 
planned is the establishment of a code of eth- 
ics to govern fair trade practices and to guar- 
antee the manufacturers’ original creations 
and prices against unfair infringement. 

Scheduled for the future is a design award 
competition to encourage new creative work, 
originality of design, and novel adaptations 
of materials and methods. A permanent 
library is to be set up and made available 


AGENCIES "AND 1941 DISPLAY 
[Continued from page 20] 
bonanza of rich editorial ore. I'd expect in- 
novations in rapid succession and I’d not be 
too surprised to discover something revolu- 
tionary among them. Smart merchandising 
is like that—when the public looks and 
buys! 
Ed Wolff 

Ed Wolff & Associates, Rochester, N. Y. 

I won’t argue with those manufacturers 
who don’t believe that display will sell in- 
creasing quantities of merchandise in 1941. 
Neither will the consumer; he'll just buy the 
goods which displays call to his favorable 
attention. 

CoN. Mullican 
C. N. Mullican Company, Louisville 

With the multiplicity of brands in com- 
peting lines, at near comparative prices, now 
handled by retail dealers, we rate the con- 
sistent use of point-of-purchase display as 
a primary essential of any marketing effort. 

William B. Remington 

Wm. B. Remington, Inc., Springfield, Mass. 

Display certainly occupies a vital place in 
virtually all merchandising programs for 
The display in the dealer's 
window or on the dealer's premises is the 
vital point-of-sale hook-up between all ad- 
vertising and promotion activity directed to 
inform the consumer and all selling and 
merchandising activity directed to interest 
the dealer. It is the one point where the 


consumer goods. 


to members, affiliates, and buyers; t 
library will consist of historical and co 
temporary data for research, study, and «is 
an aid to the solution of problems. 

The organization invites display manutia 
turers, affiliated trades, and buyers to par- 
ticipate. 

The A. D. E. M. officers are: president, 
Clemens Scheuer, Scheuer Art Metal Manu 
facturing Company; vice-president, J. Gree 
berg, Greenberg Brothers, Inc.; 
H. Finkelstein, Best Display Forms, In 
treasurer, S. Cohen, The American Display 
Fixture Company. The executive board is 
made up of: chairman, M. A. Konikoff, 
Konikoff Brothers, and The Equipment Com- 
pany of America, Inc.; H. Glauberman, 
National Form & Fixture Company; H 
Goldsmith, M. Goldsmith Company, Inc.; J 
Sabin, Victor Haida Displays, Inc.; B 
Greenberg, Greenberg Brothers, Inc. 

On the publicity committee are: Clemens 
Scheuer, M. Goldsmith, M. Goldsmith Com 
pany, Inc.; Felix Masso, Display Manne 
quins, Inc.; D. Finkelstein, and H. Konikoff. 
The membership committee is composed otf: 
W. Marshak, Walter Marshak Company; 
I. Rabbin, Edward Rabbin Company; I 
Salesky, Steelware Manufacturing Company; 
L. Katz, Lion Display Fixtures & Plating 
Company, Inc.; Victor Haida, Victor Haida 
Displays, Inc.; I. Rock, Silhouette Form 
Company, and Louis Katz, Lion Metal Fix- 
ture Company. 


secretal 





two major parts of most selling and adver- 
tising programs come together. 

Display is the focal point which should 
receive the most careful attention in an) 
well-developed plan. 


Greneker Applies For Patent 
On Iridescent Figure 

Greneker Studios, Inc., 250 West 54th 
street, New York City, holder of many pat 
ents on the modern mannequin for window 
and interior displays, has added another 
achievement with a patent application for 
an iridescent and translucent figure made 
entirely from horsehair. The new product 
: the development of a joint effort with 
Gene Moore, display manager for Delman’s, 
Fifth avenue, on the construction of a pair 
of mermaids for tropical shoe display. One 
of the important features of these full- 
length figures is their weight of less than 
5 pounds. 


Announce Display Paints 
For Fibre Boards 


A new paint product to seal plaster boards, 
wall boards, gypsum blocks and similar sur- 
faces is described in a bulletin issued by 
Paint-Print Corporation, 275 Passaic street, 


Newark. 


Father Of Richmond 
Displayman Dies 

The condolences of the display field are 
being extended to W. T. Munford, Thal- 
himers, Richmond, on the death of his father 
William Munford, at Uniontown, Ala. 
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The NEW Scientifically Designed 


TRANSPARENT PLASTIC 
TEE TOP 


In all colors of the RAINBOW 


merchandise 
attractively. Shoulder 


Displays 


shape — made to con- 
form with slope of the 
garment. With incor- 
porated notch for lin- 
gerie, slips and eve- 


ning gowns. 


A profitable 
item. 


jobbing 





JOBBERS WANTED 











THE HENRY HANGER CoO. 
OF AMERICA, INC. 
450 7th Ave. New York City 








FOR COLLEGE CLOTHES 


ORDER TODAY 





“Positively 


NEW” 


Patented—No. 1,808,459 


“A well 
displayed coat 
is a suit 
half sold” 


Quickly 
Inserted! 
Easily 
Removed! 


b 


Note How 
Perfectly the 
Outer Sleeve 

Hangs 


GOODMAN 





Flexible 
Sleeve Form 


COMPANY 


makers of the famous 
Goodman Patent Sleeve Forms 
19 West 34th St., New York, N. Y. 


Distributors and Agents Wanted 


Motion 


ITV 10 HOVGYU AHL NIHLIM GaA0INd 











Write for Sample for Show Window 








CREATORS — DESIGNERS 
MANUFACTURERS 


Animated Advertising Displays 
for Counters, Windows, etc. 


Specialists in Depicting Waterfalls, Fire, 
Steam, Pouring Actions, Traveling Letters, 
etc., in Illuminated, Motorless Motion, by 
means of Heat-driven Revolving Cylinders. 


Seen-In-Action Display Co., Inc. 


261 Fifth Avenue New York, N. Y. 
Murray Hill 5-3586-7 








Send for the 


“In 1891 


»AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 
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N. Il. A. D. M. Celebrates 
Ninth Anniversary 

At the December meeting of the Northern 
Indiana Association of Men, held 
in South Bend, the ninth anniversary of the 
organization was celebrated. Lorin Lavin- 
good, display manager of Worth’s, South 
Bend, arranged the meeting and presided 
after a brief business session. Lavingood, 
who originally organized the club, reminis- 
cently told of his many experiences in keep- 
ing it alive and over its infancy. He then 
introduced Herbert Friend, manager ot 
Worth’s, a merchant who has helped the 
club in many ways in the past. After his 
address the members were more convinced 


Display 


than ever that he is a real friend by action 
as well as by name. A. Cloetingh, Cloetingh 
& De Man Studios, presented colored motion 
pictures of his trip through Mexico. The 
meeting closed with the cutting of a large 
cake and the distribution of gifts. Beryl 
Taylor, president, announced the next meet- 
ing to be the annual election of officers in 
January. 


Sidney Ring Wins 
Local Contest 
First 
conducted just 
Fifth Avenue Association, New 
Sidney 


prize in the local display contest 


has been awarded to Ring, Saks 
Fifth Avenue. 
tions were as fellows: 
Kdgar K. Gebhart, Jane Engel, Inc.; for 
eign jewelry, Fred W. Bailey, Udall & Bal- 
lou; cosmetics, Mrs. Martine Kane, Helena 


Winners in other classifica 
small specialty shops, 


Rubenstein; accessories, Louis Silverstein, 
David's Fifth Avenue; shoes, Stanly Fort, 
J. & J. Slater; men’s wear, Alois Fabry, 


Wallach’s; decor, Benno de Terey, W. & J. 
Sloane; gifts and novelties, Ernest Schwad 


ron, of Rena Rosenthal: food and contee 


tionery, Jules Brodeur, Perugina; galleries, 


Rosamond Ful, Hammer Galleries; institu 


tions, Edgar Taulton, Great Northern Rail 


way; miscellaneous, Eleanor Schermerhorn, 


Baldwin Piano Company, Inc. 
Walsco Introduces 
New Staple Driver 

A new type of driver has been 
placed on the market by the Walter L. 
Schott Company, 5264 West Pico boulevard, 
Los Angeles, Walsco 


The shape of the driver permits neat stapling 


staple 


maker of products. 


in corners and places not ordinarily 
sible, as well as for the attaching of all 


acces 


sorts of wires. 

Special hardened steel 
and can be driven in practically any surface, 
concrete, it is said. A 
release controls the flow 
an Detailed 
tion on the new driver is available on re 
quest. 


staples are used 

including brick or 

trigger of staples 
d 


prevents jamming. informa 


Matzner Opens 
Own Business 

Well known for many 
field, S. 
ness under the same name at 28 West 38th 
street, New York City. 
factory at that address will feature display 


vears in the display 
Matzner has opened his own busi 


The showrooms and 


equipment of various types, including novel 


ties. 
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prior to Christmas by the 
York ¢ ity, 


California 


TRANSPARENT 
SUN SHADES 


repel 


98% 


of the destructive actinic 
rays of the sun. 


PROTECT YOUR 
MERCHANDISE 
FROM FADING. 


Transparent Shade Co. 


1161-1163 So. Broadway 
Los Angeles, Calif. 











Create Displays that 
Make the Passer BUY! 









: “AMERICA’S 
} FINEST” 
If 
i With thi latest Paasch 
‘ I e ML& Airbrush, vou ar 
~ } roduce distinctive 
powertul Ss t npelling 
signs and displays—quickly rofitably 
Use t nd vou ense I ease ot opera n that 
gives vou freedom f layout and enables you to 
add more sales power to your creative effect 
Becaus his type MIS Airbrush means more 
business and more profit for u—it has become the 
pted favorite in creative theatrical, poster and 
lisplay rt 
Resolve now to learn first-hand why it has been 
iniversally acclaimed the Academy Award Winnet 
in the display and theatrical busines 


Send for new bulletin P10-40 


[wa Kerbuush be 1997 Diversey 


Pkwy., 

Chicago 
In Canada, The Hughes Owens Co. Ltd., Montreal 
The Art Metropole Co. Ltd., Toronto 








“‘“FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


Will Ave. & 135 St. 
FLAME-GLO Co. Inc. NEW. YORK CITY 
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OPPORTUNITY EXCHANGE 








City ? 


showroom. 
not conflict with yours. 


ATTENTION FIXTURE MANUFACTURERS 
OF DISPLAYS! 


Are you interested in showing your merchandise in New York 
We have a street floor showroom of 8,000 square feet 
with 50 feet of window displays. 
We cater to the display field and our line will 
Our floor salesmen available. _ If 
interested, please write for further details. 


Address “CENTRAL” 
Care DISPLAY WORLD, 175 5th Ave., New York City 


We want to rent part of our 








SACRIFICE SALE 
“Displaymore’”’ Changing 
Panel Machine .. . 


Displays merchandise, photos, pictures, 
etc., on 24 changing panels. Each panel 
30-by-66 inches. This device is 6 feet 8 
inches high, 52 inches across face, and 58 
inches deep. Ideal for sale promotions 
and for showing large quantities of goods. 
4 H. P. motor. 
Must Dispose at Bargain Price 


C. DINLOCKER 


266 S. Van Pelt St. Philadelphia, Pa. 


Distributors—Salesmen Wanted 


Sunfilter Transparent Shades 
Proven to be the most successful achieve- 
ment in protection of window displayed 
merchandise. Made to the exact measure- 
ments of each window. Complete with 
all fixtures necessary to installation. 
Choice territory open for exclusive repre- 
sentation to those who qualify. Send 
full particulars in first letter. 


Sun Filter Shade Co. 
1063 South La Cienega Blvd. 
Los Angeles - - - California 
See our ad in this issue 








MANUFACTURER OF FINE SCULPTURE 
wants to contact established display salesmen 
with following, now covering their territories 
with established lines, who can add this line 
and do a full job with it. References exchanged. 
Give complete details. 


CONTEMPORARY ARTS, INC. 
31 Stanhope St. Boston, Mass. 


CREATIVE DISPLAY TRAINING in all 
branches, including Windows, Interiors, Back- 
grounds, Store Fronts, Exhibition Booths, Model 
Building, Showcards; also Retail Sales Promo- 
tion and Advertising Layout. Moderate tuition, 
Free Placement Bureau. Request Booklet ‘DW 


DISPLAY INSTITUTE 
3 East 44th St., New York MUrray Hill 2-5567 





For Sale 
FOUR MECHANICAL 
WINDOW SETTINGS 
FOR TOYS 
At Half Price and Less 


For Details Write 
J. T. ERSKINE, Display Mgr. 


DAVIDSON BROS. CO. 


SIOUX CITY, IOWA 








Responsible Mechanical 
Display Designer 
Has several patents applicable to gen- 
eral merchandising displays, desires af- 
filiation with a reliable organization in 
this field. 
A. Steiert 


1842 Lindley Ave. Philadelphia, Pa. 








DISTRIBUTORS AND SALESMEN 
Wanted For 


PLASTIC CARD HOLDERS 


The attract've and modern accessory for every 
display. Write for samples and prices. 


TRANSPORTATION SERVICE 
72° Boylston St. Boston, Mass. 











WANTED 


Good used cutawl—latest model preferred 
State Best Cash Price. 


Address “BOX G. A.” 


re DISPLAY WORLD 


RECLAIMED 


Your used Cutawl chisels Nos. 24, 0, and 3 re 
sharpened as good as new for— 


30c per Doz. 


JOHN MEIKLE MFG. CO. 
1°02 E. Cook St. Springfield, Il. 








SALES OPPORTUNITY 


Wanted: State representatives for high-grade 
line of new syndicate overhead displays, selling 
to both the chains and manufacturers selling 
through the syndicate organizations. Only men 
of proven display and fixture ability considered. 
Exclusive state franchise. 


Address “M. N.,” care DISPLAY WORLD 


COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW1. 











DISPLAYMAN WANTED 


Window trimmer, card writer, background con 
struction and interior displays. Permanent po 
sition and good opportunity for thoroughly ex 
perienced man _ for fine ladies’ specialty shop. 
Complete details first letter. 


Address “PERMANENT” 
Care DISPLAY WORLD 


HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 
clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.”” Write for information. 


WILL H. BATES, Box 101, Ellsworth, Ill. 








ADVERTISING—HOME STUDY—The Advert 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common_ school 
educat’on sufficient. Send for free booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 











MARRIED MAN DESIRES JOB in Display 
Department; 11 years’ experience. Makes own 
backgrounds and show cards. Would appre 
ciate correspondence from progressive store hav 
ing an opening. Will go anywhere. Excellent 
references. 
Address “M. J.” 
Care DISPLAY WORLD 








ATTENTION OF DISPLAY DIRECTORS 
Experienced window displayman seeks position 
on display staff of a large dept. store. Compe- 
tent and qualified to be right-hand man. Pos 
sesses creative ability, energetic and handles 
merchandise in a neat manner. Will travel any- 
where for position with progressive store. 


Address “J M-41,” care DISPLAY WORLD 














"Fantasia" Three-Dimensionals 


For Spring Now Ready 

W. L. Stensgaard & Associates, Inc., 346 
North Justine avenue, Chicago, announces 
that designs and colorings from “Fantasia” 
in three- dimensional interpretations for 
spring window and interior displays are now 
available. As previously reported, the 
Stensgaard company has been granted pro- 
motion and display rights in connection 
with the outstanding film by Walt Disney 
studios. 
Oakes Company Opens 
New Display Room 

C. S. Oakes Company, Inc., 138 Fountain 
street, Providence, has taken over the entire 
second floor at the firm’s location in order 
to open a showroom for decorative mate- 
rials. Greatly increased business during 
1940 made the enlargement necessary. 





Issues New Catalogue 
On Display Mouldings 

Colonial Sales Corporation, 928 Broadway, 
New York City, has just brought out illus- 
trated folders describing the company’s new 
metal display mouldings, display cases and 
frames. 
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Gosselar Wins 
"'Flexit'’ Contest 

John Gosselar, Rimes & Hildebrand, St. 
Joseph, Mich., has been awarded first prize 
of $100 in the display contest sponsored by 
Greggory, Inc., 10 East Kinzie street, Chi- 
cago. Second prize of $50 was awarded by 
the judges to Homer Meyers, The Feltman 
& Curme Shoe Store, Ft. Wayne, while 
James V. Bronold, Niagara, Lockport & 
Ontario Power Company, Olean, N. Y., re- 
ceived the third prize of $25. 

Winners of $5 prizes are: Billie Burnett, 
The Empire Clothing Company, Middletown, 
Ohio; George M. Nelson, Crowley’s, Vallejo, 
Calif.; Leo J. Fay, Kennedy-Mansfield Ice 
Cream Company, Madison; Russell T. Roe, 
Fandel’s, St. Cloud, Minn.; Frank Kneeland, 
Leuthold-Peterson Company, Austin, Minn.; 
M. R. Broadbelt, Liggett Drug Company, 
Chicago; Imel Walters, Hutchinson, Kan.; 
R. D. Benson, Georgia Power Company, At- 
lanta; E. John Cook, E. L. Chester Com- 
pany, Beloit, Wis. 

C. J. Holmdohl, Zion Department Store, 
Zion, Ill.; Tom Shutt, Miller-Jones Com- 
pany, Columbus; Walt Colby, J. & R. Motor 
Supply Company, Chicago; W. M. Harris, 
Stewart-Warner Corporation, Chicago; J. P. 
Williams, Blackburn Brothers Company, 
Amarillo, Texas; John Jansen, Wakeford 
Hardware Company, Chicago; L. A. Frehl- 
ing, Abroms Department Store, Florence, 
Ala.; Stuart Raymond, The Broadway De- 
partment Store, Los Angeles; Louis Janda 
Company, Stillwater, Minn. 

Three honorable mention awards were also 
made: G. H. Walker, Timothy Smith Com- 
pany, Boston; G. F. Overmier, Hughes & 
Hatcher, Detroit, and W. E. Zick Company, 
Willmette, II. 
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—''Come, come, Elmer! 





DISPLAY WORLD 


A special folder showing some of the prize 
winning windows will be issued shortly by 
Greggory, Inc., and sent to those 
ing it. 

Judges of the contest were R. O. Johnson, 
Commonwealth Edison Company, and J. W. 


request- 


Campbell, Carson Pirie Scott & Co., both 
of Chicago, and R. C. Kash, editor, DIS- 
PLAY WORLD. 
Art Of Marquetry 
Is Revived 

Thousands of years ago, marquetry—or 


inlaying performed 


Egyptian craftsmen. 


wood and ivory 
by Assyrian and To- 
day there are only a few true marquetry 
artists in the United States, but their busi- 
recently started on the up-grade as 
people began to realize the charm of wood 
inlay pictures. 


Was 


ness 


One of the first companies to tell the pub- 
lic about marquetry pictures is Aetna Ply- 
wood & Veneer, 1729 Elston avenue, Chi- 
cago, which has produced advertising lit- 
erature on the subject. 
on request. Because of the novelty of the 
marquetry pictures it is believed they will 
have many uses in display. The inlays are 
said to be true masterpieces, being made by 


Copies are available 


an artist who fits together small pieces of 
natural-colored woods to form the scenes. 
Sidney Diamond 
Joins Stroock 

Sidney Diamond has become a member ot 
the Stroock Display Company, Ine., 117 
West 3lst street, New York City. He had 
been sales manager for the firm for the past 


three vears. 
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This is no time for pranks!''— 
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MOTION 


IN THE WINDOW 


MOVES MERCHANDISE 
OFF THE SHELF 


Roto SxHo 





16‘’ table 
standard size, 
carries 2 oz. 
to 200 lbs. 
ELECTRIC TURNTABLE DISPLAY 
i xs as they 
in their tracks — 
7 peers adow: and — ag 
go by nse Displays —— sigs 
t Sha aavantage- Costs 
rae to operate- S 
Standard Model 
Guaranteed to s 
one year: 


Tables in All Sizes, Mirrored Tops Available. 

eumummesSEND FOR 

ILLUSTRATED LEAFLET 
KLARION 


MERCHANDISING CORP. 
17 West 45th St., New York City 











AMAZING NEW WALSCO 


STAPLE DRIVER 


FOR DISPLAY MEN 


The WALSCO Staple Driver 
has proven a real help to 
display men for putting up 
all sorts of displays and for 
attaching all kinds of wires. 
Uses steel staples (not wire 
staples) which can be driven 
into almost all surfaces — 
even plaster, brick, concrete 
and permits stapling in cor 
ners and places not acces- 
sible with hammer. Staples 
available in three colors. 
Price of WALSCO Staple 
Driver only $3.30 for stand- 
ard model and $4.25 for de 
uxe chromium model, in- 
<luding box of staples. 





Mail orders promptly filled. 


Write for _ 
Descriptive A few territories open for 
Information jobbers and representatives. 


WALSCO PRODUCTS 


Mfd. by WALTER L. SCHOTT COMPANY 


5264 W. PICO BLVD 
LOS ANGELES, CALIF. 


NEW YORK OFFICE 
258 BROADWAY 

















CORONET] 1", S's 


mannequins 


Misses, Juniors 
and Stouts 


Write for Catalog “DW” Today 


THE DISPLAY EQUIPMENT CORP. 


147 WEST 37th ST. NEW YORK 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


() Air Brushes 
| Airpainting Equipment 
{) Animated Signs 
') Artificial Flowers 
| Artificial Snow 
] Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
] Color Lighting 
| Crepe Papers 
} Composition Pieces 
} Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
] Flags and Banners 
) Foils 
} Grass Mats 
) Hosiery & Shoe Forms 
] Invisible Glass 
) Lacquering Outfits 
_| Lamp Coloring 
) Lithographed Displays 
}) Mannequins 
[] Mouldings 
{) Metal Sheets 
_| Millinery Heads 
Motion Displays 
| Motion Mechanisms 
{] Natural Foliage 
_) Pageants & Exhibits 
|} Plaques (Window) 
) Papier Mache Specialties 
(_] Photographic Blowups 
Plastics 
| Price Cards—Tickets 
] Price Ticket Holders 
} Sale Banners 
|) Socks—Window 
| Show Cards 
]) Show Card Colors 
} Show Cases 
] Show Case Lighting 
} Signs—Card Holders 
} Signs—Brass—Bronze 
{} Signs—Electric 
[} Sleeve Forms 
) Stencil Outfits 
| Stock Posters 
{) Store Designing 
[} Store Fronts 
") Tackers 
{? Time Switches 
[] Turntables 
{] Valances 
[) Wall Board 
[} Window Lighting 
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[] Do you wish a copy of their catalogue ? 
[] Do you plan to remodel your store soon? 
{] Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Firm 
Display Manager 
Street 


City State 
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JANUARY, 1916 

William Fitzgerald, formerly of Stern 
Brothers, joined the display staff of Emil 
Schmidt, Arnold, Constable & Co., New York 
City, as assistant display manager. 

Charles Wendel became display manager 
for J. L. Hudson Company, Detroit. He had 
been in charge of display for Gimbel Broth- 
ers, New York, and was president of the 
Display Managers Club there. 

Display fixture prices were advanced 10 
per cent due to scarcity of metals. 

An editorial in a display magazine praised 
the “naturalness” of wax mannequins, stat- 
ing: “The wax figure has come into its own. 
Wax figures today are real works of art— 
the good ones are so nearly perfect that no 
merchant can reasonably criticize their ap- 
pearance.” 

An election meeting of the Tri-City Asso- 
ciation of Display was held at the Harms’ 
hotel, Davenport. Those elected were: 
president, Carl F. Meier; vice-president, 
Carl Farnberg; secretary-treasurer, Morris 
Cook. Directors named were Paul H. Hinze, 
D. C. McClure, and C. Holmes. 

Ellsworth H. Bates, for the past ten years 
with Younker Brothers, Des Moines, was 
made interior display manager for the new 
Harris-Emery store in the same city. 

An organization meeting was held by Buf- 
falo displaymen, with Clement Kieffer, Jr., 
The Kleinhans Company, presiding. 

The following were elected at a meeting 
of the California Display Men’s Association, 
Los Angeles: president, Paul Lupo, The New 
York Store; vice-president, H. R. Buchanan, 
The Mercantile Company, Long Beach; sec- 
retary, B. C. Hampton, Jacoby Brothers; 
treasurer, J. M. Walters, J. W. Robinson 
Company. 


JANUARY, 1931 

Clement Kieffer, Jr., The Kleinhans Com- 
pany, Buffalo, won first prize of $750 in a 
display contest conducted by Levy Brothers 
& Adler Rochester, Inc. Frank Dodson, 
Woolt Brothers, Kansas City, won a prize 
of $300 and E. G. Lovell, of the same firm’s 
St. Louis branch, won $200. 

Jack T. Chord, J. C. Penney Company, 
New York City, resigned as head of the 
firm’s display department to become editor 
of DISPLAY WORLD. 

First prize of $1,000 in a window display 
contest conducted by the Goodrich Rubber 
Company was awarded to Matt's Pharmacy, 
Milwaukee. 

Miss Olene Criste succeeded Arthur Wal- 
dron, resigned, as display manager for 
Frederick Loeser & Co., Brooklyn. 

The following were elected officers of the 
Oklahoma City Retail Display Club: presi- 
dent, W. R. Dick, Harry Katz, Inc.; vice- 
president, T. L. Gee, Rothschild’s; secretary, 
Fred Powers, Rorabaugh-Brown; treasurer, 
L. L. Wilkins, Kerr Dry Goods Company. 

Kk. Preston Browder, Windo-Craft Dis- 
plays, was elected president of the Buffalo 
\ssociation of Display Men. 


JANUARY, 19:1 








ADVERTISING INDEX 
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Ace Paper Co., Inc 





Aetna Plywood & Veneer............ c 
American Model Form Co 4! 
Associated Display Equipment 
Manufacturers ...... 4 
Becker Sign Supply Co........ Be so AO 
Bliss Display Corp - 3 
Bulkley, Dunton & Co.. ; 4 
Carstenite Sales .. 65 
Chicago Cardboard Co....... 49 
Columbus Coated Fabrics Corp 4) 
Coy, Disbrow & Co 39 
Curtis Lighting, Inc 37 
Darling Co., L. A.... 19 
Detroit Showcase Co eee 5! 
Display Equipment Co eee es 
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Inside Front Cover 
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Manhattan Wood Letter Co............ 47 
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Merkle-Korff Gear Co 65 
Mileo, P. C 27 
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Mitten Display Letters Co 61 
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Opportunity Exchange 70 
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Pacific Bamboo Products Co ae 
Redikut Letter Co 64 
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RIP Studio . ee es 66 
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Rubber Products, Inc 67 
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Schoepfer Taxidermy Studios 67 
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Service Bureau 72 
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Sherwin-Williams Co Back Cover 
Shoe Form Co 63 
Siegel, Nat 5| 
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Speed Products Co 57 
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Turn-It-Displays 45 
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A NEW IDEA IN BACKGROUND 
MATERIAL—SOLID WOOD - 


ENTIRELY FLEXIBLE 
AND 


SELF-SUPPORTING 










Absolutely no frames or 
supports necessary. 

























SELECTED HIGH QUAL!TY SOLID HARD- 


WOOD PANEL STRIPS COUPLED TO- 
GETHER BY A PATENTED INTERLOCKING 
METHOD—NO ADHESIVE BACKING—NO 
DETRACTING HARDWARE — NOTHING 
BUT SOLID WOOD! ASSEMBLE EXPENSIVE 


LOOKING BACKGROUNDS OR DIVIDERS 





AT A SURPRISINGLY LOW COST. 


ANY FACE DESIGN AVAILABLE—A HOST 


OF BEAUTIFULLY GRAINED WOODS 


ASH 
CEDAR 
BIRCH 
SYCAMORE 
RED GUM 
BLACK. GUM 
MAHOGANY 
WALNUT 
WHITE OAK 
MAGNOLIA — . oS 

REDWOOD a a\ A\ \\ cose All the beauty of rare hardwoods now available at 


prices within reach of all. Foregrounds, backgrounds 


ait... 
Ste 3 
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and displayers assembled in one-twentieth the usual 












time—and eliminating the usual heavy and costly 






SETS SHOWN—AND 
HUNDREDS OF 
OTHERS AVAILABLE 
COMPLETELY wo 
ASSEMBLED aie 







framing—truly the year's number one budget saver. 


— 










Displayers—plateaus 


pedestals—bars and show Flexible Solid W/ood panels will tie 


into any |” paneling or wallboard 






cases may now be assembled 





in no time at al— thereby adding quality and unusual 






background design available in no 






other material— 







SOLID WOOD PANEL PRODUCTS 






NAT SIEGEL 39 W. 37th NEW YORK 






CAMERON COMPANY 209 S. State Street CHICAGO 






STANDARD FIXTURES, INC. 1006 Commerce DALLAS 













BOTH FRONT AND BACK SIDES OF FLEXIBLE SOLID WOOD PANELS 
ARE BEAUTIFULLY FINISHED—2 DIFFERENT FACE DESIGNS. IF YOU LIKE. 












FREE OFFER 


The SHERWIN-WILLIAMS Co., Graphic Arts Division, 
Cleveland, Ohio. 


Please send me Free Pack and Color Card as 
checked: 


(J Deca-Sene Paste Toner Color Pack 
[] S-W Show Card Color Card 


ee 
ADDRESS 


CITY STATE 








PAINTS AND SUPPLIES 


| 


“Hogan always sulks when we ask him for something he doesn't have. 


Let’s go to the Sherwin-Williams Distributor . . 


. he’s got everything.” 


ALL YOUR DISPLAY NEEDS 
... AS NEAR AS YOUR PHONE! 


Of all the phrases that plague display 
men, the worst is: “Sorry, we don't 
have it.” But it’s a phrase you sel- 
dom hear at your Sherwin-Williams 
Graphic Arts Distributor. 

Why? Because these distributors 
carry extensive stocks, and what they 
don’t carry is quickly available from 
five strategically-located super-ware- 
houses that stock just about every 
popular display item. Their inven- 
tories of graphic arts materials run 
into the thousands of items, starting 
with Adhesives and ending with 


Pa SEND FOR YOUR FREE COPY TODAY! 


Water Soluble Screen Fillers! 
Get acquainted with your Sherwin- 
Williams Graphic Arts Distributor 
today. You'll enjoy looking over his 
stock, and you'll save time, trouble 
and temper by buying from one 
source of supply that can fill your 
every need. You'll like the person- 
alized service he'll render your shop 
on trouble calls too—all without cost 
or obligation. Look him up in your 
phone book today! The Sherwin 
Williams Co., Cleveland, Ohio, and 
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